[he Proof of the Pudding . • , 




. Is in the leoding-or so the JELL-O PUDDING and PIE FILLING box-top 
d 25-words-or-less contest indicotes. 

mceived by Young & Rubicom for General Foods ond oired in o spot cam- 
ign over 120 stotions, the contest feotured o slont thot looded the ether 
th sizzling pitches. To the disc-jockey that coptured the greotest number 
entries occording to morket size and time cost went on expenses-poid 
cotion in Poris for himself ond wife! 

course KOWH's Sandy Jockson won— more proof thot you can't do better 
3n first ploce! And the Hooper averoged below for the fourteen-month 
iriod from October, 1951, to November, 1952, puts KOWH in undisputed 
St place— thonks to personalities like omiable Sondy. 
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There's Nothing Better Than First Place! 




AVERAGE HOOPER 



Kowh 
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ir^& "Oil" WeUs as 
ifilmi^m 0jf Cereifwtiies 

His name is really EaH 
Wells — but a voice as 
iSiKOotB as 0il, rniidulat^ 
I® perifectioa — -Tias earfteild 
Tdiim t'he nickname of 
"Cftl." Monday through 
f'riday, from 2 p.m. to 
{:45 p m., "i 111" presents 
the Latest popular records 
■ — Hii^ the akl staiularU 
t'Unes. T^v© solid hours 
and '^5 minutes of won- 
derful listening, with 
ihort, crypt ie in trod uc- 
(jions ihat make the pro» 
"laostly nimsic " 
Laifi show features' the 
'lt<Qp Twenty" tunes of 
eht' vyceK, as reported by 
Ail I hoard, V-ariety, d's-h 
"Uox. a po!r of local rer- 
i)rd sljops, ar.d the WHlJ 
(;onceniii& ^ wonderful 
(inie-segnseiSt for partici.- 
pating astnsauntements — 
"live" o;r minutes, trans- 
trihed. On one afternoon 
a week representatives of 
the leading- phonograph 
liecord companies brmg 
'Oil" their newest rec- 
ords (never bfcfore heard 
the air in Kimsas 
CiS^) — ^^and present them 
ptrsjf)nally for their 
'premiere" in rhc area. 




Vdvtiiiv-u wlin s<-ll to the fvasc 
lii-<ii (1*0*1. to rule herd S*tSJ* this 
?ltq,jTei'" wt|i|ter 2vi hours »T 
■dim- •,i!)iM c S<»;»|) OjM-ra feoiw " # 
Biiiislf 1% Ranch", the C-ow Ci<aii.fl-fv 
< It I with u«iisK h| 0OM fttllwaii 

It f.w M\m a.ns6l Ife 

!(* |»lin<>s<»p.R|. DMif filPcli Dyef- IVriicf 
<*raiif I* iH.iMl^i (»( teicinonies, assisted 
h# hi^ Mdlikiik. r<.U> Red P. Bud 
nl»i,'3 ^^<iV rjteiiiy sJIJP ^wMlgrdings with 
(liiiT fiiu-SKsil msviSfctu'S ai*sl wi&ecriacfcs 
( hiirl«i% C'ia\ Ri^es I lie W imA Icsfi^ 
new* (H'piM ill tnwin Broadcast froiS 
1 1 1 ij\ ») 2 ^■sij. dail^s , U ffB 
^VijjfffS&Tsir i«f ' S3>fK ISyHe? J»&nicipaii.ng 
spins f rnr* <ir iiiiniite transcriptions) 
.uui s|,^ifWMii'iE<l quarter hotirs. Ask ttm 
.1 \ .i.iJ,a-l^i I its q a i e k 1 1^ hetm^ 

S fo il sig» )J(r*es i'l ja! 
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lO^pOO W AfTS IN KANS4 

BON DAVIS 



JOHN T. SCMIlLiNi; 



iOKN BLAIR & CO. 



MUTUAL UttWORtC r 710 ftlLOCYCLES <» 5,000 WAtTS NIGHT 

KANSAS CITT'i 
OLDEST CALL LITTERS 



'WHB ¥AiiEir:ira' 

Tfie finest' music, 'bi%>u|;lii txi Jisteairs 
as ONLY Radio iring k!' 
don'i have to see u !*» pmjo^ ftr^)Vi«i 
listen!" Variety k fee^'notS. l.a¥^ 
records of leadi% necording anisi* 
(|r5o Julivp) — fAiigi ivi^ a)&i4iivi i«i IheiC 
etiqi'retj^ R^la* eniter mitsd^ cSjWV^ 
!*gk'ct13nS* Kis^aKee i&t Sjjietii.d KSlS 
s.i'eal eventSfl composeir?' b:ii?ttHJ.J\« 
mo\ie pEe\ic\v" cmiusic, iisMc&t ".".iajys' 
and special ' wes^s," NiRhtlf, isSnwd.iv 
through I'ridaf, kw ^ full hQIQ" 'L'Jsjt? 
judgment in mu!.,iic^,siel€SE|i!Gi0 wf l-dSSiiS- 
lee Crouch (WHB srausic lifera»jS.aii, 
plus the superb showmansMp of R^Cb 
Ulnjer* with his ready ^it arf i.rt.i 
tongue. Dignified sponssrg i^itli 
Signified message will be we|ieonved 
(in a participating schedule which g}- 
Jows only five commercials withia fee 
full-hour forrafat- -A premium spcst for 
superior products! You'll see whj* 
It s ' Radio's best nigfet lipie ^^l" 




EW) \(,m Ife I /Via irh' 



\V )IU ( fiotkitsifi m.iiti 
r tti u nf tin f^t% ail\ 1 1 
FVM. ii^i III u «, ntls<r(s 

tXK »liwl itil* 1*iHlMl^l* 

xi>d I m< hd^rrs Kti|iii«i 

I ti>|»> nil >(iiir It fit I fit .t(J 



■PllJ^SANDUA I.I A IMUK^UAM 
t)J, by iiDtt jiv II nun u! 

tuns III ihe W-iirUl of Wonitn* 
!!! ilw:lis%, lidAu' dinor. until Ifoiist 
l^tilil Jki( ll>s aiuL iippb.iiK es. fmul, (!riii:s. 
iHii Pi,(«ifiiu-rit hWuI entiTi.iinuig, (lull! 
tifrt. fuJiSinlli' .nhu's«iiunl ' .'s,iiM|r.i 
foW!is»;s' .ii.t»1 ,ig.iiiisi ,1 b.f(k>;r(niii»l 
(M (.tfn ti)i}ib.irdu niHisu tset^ iii'>rn- 
ISIi. JSipmi.i* 'iillf<i>,uj;h 1 ruiav sli(iL- 

WtMf' tf vni Ivivt a prodlyii sion 
or ^awuilt: *4^*iwii( [mt, »(iaciliilje jont 
• "1 i|i^is sliiSiw' ^tliiyii^.' letuxstrtilm 1 
4.V iij?niscd, «sii^A I'lJ .ij»pEiiJ»rilii' 
liAi . iw biS S,fiji8r4 I ea Ji'nl liiY iSjt 
miHiii-er t*r- iSK'(' "live" tn 
)>> |».ini.|r,f l j|c M lier pk'.ts.lln* sl^feS 



0r rm AIR 

'iTje- iignst rffiSinvie fior i oc 
i^oo'iii I'. InTer. Show-, fl 
p 1^ tlJ I ii. nfc And a now 
fiiipHsi** p«!csenting the 
bt!«i in retftfriEd {Sitp"'a' 
Hilisix. i>Ui "c'^* "7 

s\ith litiM 1| J'HtiK'r and his 
SIX icrrifie 4ialee«« ndd- 
iiifi siLirkJiE jitjd Kftiiii'r' 
As.iil.'hIS f***! ii i-P<»- 

img sg*xii sefSl '?-f» and 
s(Viis Sjm-rdays affJ 'siin- 
dt^i, gne-vJ M.C..'8 per 
smti.iliyes IB 1*»e d.ince 
hxiSHi. eptertateiiVfitiai "and 
«i-f.ii>*ding fi:dKd — or 
f'Tttg.ji'Henl Ifit.Ll ti/i-ns 
vsfll twf^^ W ^» EUtord 
(»fttet,E^s. ! rSnf rfiietr 
■ffliiSMlt' «, «jViw!ME't"r''> 
it*!!! Fi^iO'fds fits I tie 
sli*>ss ajisJ -ttmoanjue tht in. 




NBC girding 
for bigger 
TV program 
coups 



Agencymen 
speculate 
over NBC's 
changes 



Robert Hall 
revises 
media 
allocations 



DuMont blasts 
NCAA, yet 
gives time to 
its convention 



N. Y. teams 
welcome 
air-media 
inquiry 



Promotion of Frank White to NBC presidency is not expected to change 
RCA-NBC policy of pouring large suns into TV programing. Competitor 
networks are under impression RCA-NBC will not only continue this 
policy but embark on talent raiding vent ures. One personality men- 
tioned as likely NBC raiding target, regardless of price, is Edward 
R. Murrow, who has been with CBS from start of his career in broad- 
casting. RCA President Frank Folsom, who swung Robert W. Sherwood 
playwriting deal for NBC TV, is expected to concern himself personal- 
ly with other strategic programing moves during 1953. 

--SR- 

Latest shift in NBC's official family has prompted this speculation 
among New York ad agencymen: Is th3 spotting of Frank White, whose 
grounding has been thoroughly radio, to be taken as indication RCA 
powers have decided to make vigorous last effort to recapture radio 
leadership from CBS? Or, is the move the prelude to radical switch in 
sales policy, such as selling radio on basis of supplementary cover- 
age to TV hookup? 

"SR- 

Robert Hall Clothes, which spends around $2,000,000 in air media, is 
expanding TV commitments to perha p s a s high as 20% of new budget. 
Regular TV schedules will turn out to be more at expense of newspapers 
than radio stations. Firm has what, it thinks is surefire formula for 
use of TV by retail advertisers ; involves concentration on specials to 
produce immediate sales. This is same function delegated to news- 
papers, while radio is used mainly to stress firm's low overhead 
merchandising philosophy. Yale Shafer, with Neff-Rogow for past 8 
years, has joined Frank B. Sawdon agency to assist radio-TV v. p. 
Jerry Bess in handling expanded Robert Hall use of TV. 

~SR- 

Classic case of how a TV network doesn't let its right hand interfer e 
wit h v/hat it s left hand is doing ; DuMont has maintained steady attack 
on NCAA for its policy of restricted football televising, but that 
didn't stay network from picking uo 8 January presentation of Scripps- 
Howard award to Clarence "Biggie" Munn as football coach of year 
during NCAA annual convention. 

-SR~ 

Officials of New York baseball clubs, all of whom have TV sponsors, 
have no qua lms about outcome_of fa ct -finding inquiry into effect of 
radio and TV upon minor leagues' gate, as well as baseball in general. 
They think probe will tend to clear up some of what they regard as 
basically unfounded charges lodged against air media. Being minor 
league team owners themselves. New York clubs are interested in hav- 
ing facts on situation from another aspect: They have been turning 
down money from participation in radio network projects like "Game 
of the Day." Fact-finding group, appointed by Commissioner Ford 
Frick, consists of 4 major and 2 minor league representatives. 



SPONSOR, Volume '. Ko. 1. 12 January lilM. ruhlishod biwcikly by SPONSOR I'ubli ations. Inc. at 3110 Elm Avs., liaUlimiit!, Md. Kx-.<iilirc. KillUnial, AdvirtlsinR, ("irru- 
latlon Offices 510 Madison Atc. New York 22. $8 a year in V. 5?. $9 elsewhere Entered as second class matter 29 January 1919 at Baltimore, Md. rwstofflce und.r Act 3 March 1879 



REPORT TO SPOXSOKS for IZ Jaiiiiarv 1953 



RCA Victor 
continuing 
3 net shows 



November 
out-of-home 
listening in N. Y. 
at record high 



Network 
opposition 
to fee TV 
looms 



An industry 
first: Pulse's 
injunction 
vs. Hooper 



Life hails 
civic pride 
via NBC TV's 
O&O stations 



CBS yields 
to Lord 
because of 
'Cangbusters" 



Clamorene 
looks like 
solid spot 
TV user 



RCA Victor's 1953 advertising campaign in behalf of its receivers 
includes a stand-pat policy for its network (NBC) programs. It will 
continue to sponsor the Dennis Day and "Kukla, Fran & Ollie" shows 
in TV and the Phil Harris-Alice Faye shows in radio. 

-SR- 

Pulse reports out-of-home listening added 20.4% to New York radio 
audience during November 1952. Also out-of-home level of radio 
listening that month was higher t h an any previous November since Pulse 
started its out-of-home studies in 1949. How importantly this out- 
of-home, as well as multiple-set, listening will figure in 1953 re- 
search picture is related in article which starts page 28. 

-SR- 

TV networks are watching fee TV with keen interest. It's already 
strongly indicated there will be b itter opposit ion from these commer- 
cial TV interest s when FCC gets around to hearings on channel assign- 
ments and system selection for fee TV. Basic argument which networks 
are expected to advance is that any pay-as-you-look system is contrary 
to principle of free broadcasting to which whole system of American 
broadcasting is dedicated. Degree of interest in development of fee 
TV among banking circles may be measured by fact at least 2 financial 
houses are currently conducting inquiry on subject. 

-SR- 

For first time in history of radio 2 rating services are locked in 
court litigation. Pulse has obtained temporary injunction in N. Y. 
Supreme Court restraining C. E. Hooper from continuing to circulate 
letter which Pulse contended was "unfair competition." Argument cen- 
ters around letter which Hooper allegedly sent some stations and 
agencies in which he is said to have claimed certain agencies said 
they preferred his service over Pulse's. 

-SR- 

NUC TV's O&O operation is launching 1953 with what is perhaps the 
b iggest loc a l commercial programing break medium has so far experi- 
enced. Jim Gaines, v. p. in charge of NBC O&O ' s , has sold Life maga- 
zine on idea of doing Series of weekly half-hour programs dedicated to 
spotlighting civic achievements in 5 cities in which network operates 
own stations. Other scheduled markets to participate in idea are 
Detroit and Philadelphia, via WWJ-TV and WPTZ, respectively. Both 
are NBC affiliates. 

-SR- 

CBS TV preferred not to give Phillips K. Lord legal battle over his 
claim that network's "Everywhere I Go" is copy of "We the People," 
which Lord owns. One reason: CBS is very much interested in making 
deal wit h Lor d for h is " G angbust ers " which Chesterfield recently can- 
celled on NBC TV. CBS has therefore shelved "Everywhere I Go." 

-SR- 

Glamorene, rug cleaner, which recently switched from J. Walter Thomp- 
son to R & R, is expected to swing heavil y int o sp ot TV. Product has 
been making rapid strides in its field and indications are it will be 
budgeting better than $600,000 for advertising during 1953- 
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2fi brand-new 
half'fiour films 






AM 
THE 

LAW 




Local and regional advectisers! You can now 
« enlist th^ dramatic appeal of George Raft to help 
sell for you, efxclusively, in your own mdrkef. 
Skillfully written, superbly performed —these 
action-filled films bring a new intensity to 
television entertainment.. Fqr availability in fouf 
market, cost, gudition screenings ^ , . contact 
thq itea^jest /ACA-TV office. 

. another advertising SHOWCASE ty ^ M^|T^ 

NEW YORK: 598 Madison AvenuB-PLaza 9-7500 K cS^«S^ 3 

CHICAGO: 430 North Michigan Ave.- DEIaware 7-1100 ^Lss^s^^^mfegiaM 
BEVERLY HILLS: 9370 Santa Monica Blvd.-CRestview 6-2001 ^^j^^^l^V 
SAN FRANCISCO: 105 Montgomery Street-EXbrook 2-8922 ^^^^^^^ 
CLEVELAND: Union Commerce Bidg.-CHerry 1-6010 ^^^^^^ 
DALLAS: 2102 North Akard Street -CENtraf 1448 

DETROIT: 1612 Book Tower -WOodword 2-2604" . 
BOSTON: 1044 Little Building-Liberty 2-4823 
' MINNEAPOLIS: Northwestern Bank Bidg.-LINcoln 7863 




Ill advertisers use 



ARTICLES 



SiiO T\ sitiiioiis: hotv tiiffjor ttfiettcies sev ptvlure 

Predictions by admen for TV's rapid burgeoning include: Cost of half-hour drama 
on full network may hit $2,500,000 to $3,000,000 by 1955; U. S. families TV 
covers may reach 80% by 1955; in December 1953 there may be 23,500,000 TV 
homes in 164 largest U. S. markets. More than mere crystal-ball gazing, these are 
woll thought out projections intended as guidance for ad planners 

;^'i(ti«fi«ff stitureitioit howls 'etti over 

New England <;hoe company switched from costly TV Itid show to saturation 
spot radio campaign. With sales moving up, radio gets major share of budget 

M ill J5i;T.*J he t'tniio's hit} Sovt-Sindiiii§ near? 

There may be a re';ord crop of research p opct"; upco-niiq. Anong ihem: the 
ARF's study of rating services which rolk Into high gear this month; BAB's ex- 
pansion of ARBI studies on radio vs. newspaper effectiveness; several studies 
designed to Implement techniques for counting multiple-set audience 

Utiw to demoiisirette a eiirdle mt TV 

Sarong undergarment firm was faced with a p.-oblem when It decided to use TV; 
how to get its demonstration commercials cleared by TV stations. A bright 
idea in trick p'otography led to an original and tasteful approach 

What |j«fiiioi! xponxorxhip slid f®r (iintU€Htees 

"Normal" summer s'ump In appliance sales never come a<; result of convention 
sponsorship which reached nine out ot 10 rad;o and TV homes. Here are details 
on s/liut applin-.ce \;t'"i' novf say of polirical spo ■ sorsSip results plus most com- 
plete report yet assembled on number of homes tuning In 

Il7ti/ rufSio is sirmtii in Uuwniiun Islands 

Radio Is only medium which covers al! nine Inhabited islands of Hawaii. It's a 
market well worth shooting at, has holf-million population — greater than that of 
four U. S. states. Gross business in 1951 was $1,367,000,000 

Commercial eonplets i'or 

From Cincinnati aqencyman Lloyd Smithson, so.ne ver:e on copy cliches designed 
to put commercial writers in the mood for the new year 



r-c.o-ivi|im;G^ 



Forcif^ii-Jtjssffiifffjff hroftdvastinif today 

List of advertisers using radio beamed at foreign-language groups Is growing. 
Forelqn lanquofte brOc-f*c f.ie's flie keeping up wUli ?' e t^mcs; They no>v fashion 
s! ov/s fo;- S3ccn J-cjc e atlon Americans, using English salted with the o!d tongue 

2 ft J a Hit it r If 

(t icnt}s to kill a TV eommervial 

Picture story will give you quick point-by-po!nt rundown on faults in TV com- 
meicials v/Ith some positive suggestions from a veteran Chicago adman 

2(t Janttarji 

Shell €heniie(tl needs Slexihilittf 

How this major farm Insecticide seller uses radio to get its messages to farmers 
at just the right moment should be of interest to all admen who have problems 
with timing. Shell can get messages on the air within 48 hours after receiving 
reports of an insect plague or change In planting schedule 
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More Leading Jobbers 



in Louisiana, Arkansas, Texas 



, . HODGE, Vice-President, 
nal Automotive Maintenance 
iation, 

eport, SAYS: 

/KH produces 
■nomenal results" 



er!t 



HANNA, General Manager, 
iSS-Hanna, [nc* 
jeport, SAYS: 

'^KH is uniformly 
isfactory" 



WILLIAMS, Owner, 
isllms Physicians and Surgeons 
:l4>^ Co., 
fj-lifiport, SAYS: 

prescribe 






Praise 
KWKH 



X he comments at the left are from letters written us 
by three leading jobbers in the KWKH area — men 
who know this region as well as you know your own 
front yard. 

None of these men would qualify generally as a "Time 
Buyer" or "Media Director". Some of them may never 
have seen Madison or Michigan Avenue. But all of 
them are experts on their own business, and on the 
direct, obvious impact on sales produced by KWKH! 

We're naturally proud of our successful advertising 
record in behalf of so many wholesalers, jobbers and 
distributors in the KWKH area. We'd like to do the 
same kind of job for yours. What facts would you like? 



KWKH 

A Shreveport Times Station 

Texas 



SHREVEPORT f LOUISIANA 



The Branham Company 
Representatives 



Arkansas 

Henry Clay, General ^ianaser 



50,000 Watts . CBS Radio 





that^s what 

Baton Rouge likes 
about the South^s 

W.JBO 

Advt'iti^("rs like it tdo l)fTaiise it's 
one nioiT Howt r in tiie aiuiieiioe- 
iniiiding Ijouqiiets earned Iiy 
WJHO. O.ir Max World of 
Sports" hd^i i)eeii heard at tiie 
same time for tlie i)ast 1.3 years: 
our Sports l)ireetor does three 
siiows weei<ly on fishing, iiiniting 
and outdoor aetivities. Tiie L.S.U. 
fiiotl)all games, sjionsored by the 
Etliyl Corp., were fed to a La. 
network tliis year; we regularly 
carry play-hy-play rejiorts of all 
inii)()rtj lit local and national 
sporting events, iucliidiiig the 
i!os(> and C.otton Howl games. 
Programming like this, added to 
our WW. affiliation, attract the 
market's largest audience. 

It's a market to turn your head 
•South- -with population up 2.'>7<^ 
in a decade of dynamic progress. 
Keach it via W JHO. 



5,000 watt sffiliate in Baton Rouge, la. 




fBO 

WBRL (FM) 



AmUATtO WITH TME STATE-TIMES AND MORNING AOvOCATB 
FURTHER DATA FROM OUR NATIONAL REPRESENTATIVES 

GEORGE P. HOLLINGBERY CO. 




by 

Robert ). Landry 



Get yimrsvlf a frunvhisa 

In American business, the "franchise" is the paNofl. Once the 
word signified ''a particular privilege or right granted hy a sov- 
ereign." During the days of political plunderhund it often had a 
had smell via street car franchises granted hy aldermen anil mayors 
"in perjietuit)'" and in an atmosphere of brihe and corrujitioji. But 
toda\ something (fuite diflerent is typically implied when business- 
men- -and advertising men — speak of a "franchise." They are think- 
ing of a jiroduct or service whicli lias been established with the pub- 
lic, and with retailers, and which presninably is good for an in- 
definite period of profit-producing ojjeration. 



Consumer franchises are national. r(>gional. local. Thex may range 
from Itaked beans New England st) le out of Boston to baked beans 
(owboy style out of Denver. They include worldwide systems a la 
Coca-Cola. But large or small, venerable or recent, the "franchise" 
depends both for its original establishment and its subse(]uent market 
firmness upon advertising. This was true well l)efore the dawn of 
broadcasting as witness these historic advertising a])|>ropriations for 
Kellogg's Corn Flakes: 1906, S*JO,00(): 1907, ,S29.i,000; 1908, .$450,- 
000: 1909. S.52,'i.000: 1910. ,§600,000. 



Bear in mind that these Kellogg figures were far more significant 
before 1910 than similar a])pro])riations would be loday. Will Kel- 
logg started in January 1906 with $35,000 capital. Yet note his 
confidence in the power of advertising in that he spent S90,000 the 
first ) ear. I)r) cereals were as much a novelty then as chlorophyll 
was in 19.52. 

# « # 

Jum|) now to the other day's i\ew York Times. Two items in the 
same paper vividly illustrate the difference between sheer personal 
energy as a producer of tDrofit and a hot ''franchise." First, the death 
of an amazing British writer, Margaret Gabrielle Long, at the age 
of 64. She was what is known as "prolific"' and wrote under a 
variet) of noms de ])lunie. Nobody knows exactly how many books 
she wrote or how many names she used but her output has been 
( alciilated under these names: as Marjorie Brown. 67 novels; as 
Ceorge Preerly. 23 novels, sev(>n biographies, and two plays; as 
Jose|)li Shearing, 15 novels: under her own name, one book, her own 
story. This "money'" writer, far more successful than the average, 
leaves to her heirs only siu-h vague values as ina\ inhere in her 
t opyriglits. What a profit iontrast wilh ihe stor\ . reported that same 
dav. of Clinton Foods. 

« » « 

Clinton Foods, the corjtorate name for Snow (>o]> and other 
l»roducIs, rei)orts ])rofits 206'i above fiscal 1951. Afler })aying 
i I* lease turn to page 79) 
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The Man in the Blue Chambray Shirt 



WE SKK by the Neu^ Yorker that some fellow who 
makes shirts has 279 of them, mostly colored, 
and that he would rather be caught reading the Daily 
Worker than have anyone see him in a while shirt be- 
fore sinidown. 

We know 279 fellows who are in complete sartorial 
agreement with him. They liave one kind ol shirt — a 
Sl/q-ouiice blue chambray, usually worn buttoned to 
the top without necktie — which goes on at sunrise. By 
sundown it has been replaced by a fleece-lined long- 
sleeved pull-over (familiar to the cognoscenti as a win- 
ter undershirt) . Yet, gentle reader, these men are im- 
peccably well-dressed, especially when they visit the 
bank to thiow another crop check in the hopper. 
They're Iowa farmers, of the group that raised, among 



other things, 685,736,000 bushels of corn last year, 
6,751,000 tons of hay and 3,415,000 turkeys. 

They owned 17,307,402 acres of farm land, operated 
another 17,407,144 acres, purchased 35,84! pieces of 
new power machinery last year (bringing the total on 
Iowa farms (o 485,068)', produced '"6,392,238,000 
poinuls of farm livestock, and (with the help ol tiicir 
chickens) five l)illion eggs. 

These bhie-shirted capiialists had .52,125,000,000 in 
faiin income last year, enough to buy all the shirts 
they want — and practically anything else you have to 
sell. Next time you are in the market for markets, aNk 
the Katz man to show \()u some W'MT patterns, cus- 
tom-tailored to the 5i/9-ounce (hamhiay set. in New 
York, telephone lM.a/a'9-44G0. \VM 1\ Cfdar Raimd.s, 
600 kc, 5,000 watts, Basic CBS Network. 



got jau 
at 




Itela.v . • . 
use CKi%C 
Moiitrt^al 



1. Huge coverage — 2 out of 
3 Frencli radio homes in 
Quebec. 

2. Himdreds of thousands of 
faithful listeners day and 
niglit, as reported hy 
B.B.M. 

3. Selling power second to 
none over 7,500,000 
box to|)s in 1952. 



CBS Outlet In Montreal 
Key Station of the 
TRANS-QUEBEC radio group 

GKAC 

MONTREAL 

730 on the dial • 10 kilowatts 
Representatives: 
Adam J. Young Jr. - New York, Chicago 
Omer Renaud & Co. — Toronto 




ODE TO TIMEBUYERS 

Would it be possible to obtain up to 
five copies of your article entitled. 
"Timebuyers: un(lerj)ai(l. underplayed, 
overworked. " that appeared in the is- 
sue of Noveinher 19, 19ol? 

If any charge, pltiase bill nie lien; at 
the agency. 

In writing \ou, 1 should mention 
that I find your feature articles devoted 
to how to go ahout apj)roaching the 
Negro or Mexican markets, for in- 
stance, to he very valuahlt;. Kven if 
not considering such a market, 1 find 
this the type of material that is cut out 
and stowed awa\' for future referencie. 

Alex West 

Radio-TV Director 

Rhoades &: Davis Advertising 

San Francisco 



INTERNATIONAL REPORT 

We have regretted not seeing more 
articles and information of interest to 
international media havers. W^e de- 
cided to take a trial subscription to 
SPONSOR on the strength of the Inter- 
national liasics contained in the Fall 
Fa<ts issue, and we hoiked that such 
information would be a part of evtiry 
issue of sPONSol{. We have welcomed 
the Inlernalional Rej)orl to Sponsors 
section and we hope that in the future 
\our publication will contain articles 
of interest to foreign as well as dc^mes- 
tic ad\ertisers. 

We will be glad to send you anv 
radio or television news which we 
might have for use iu International 
Report. 

W. 1). Ha VI) IN 
Advertising Department 
Smith Kline i?' French Int'l Co. 
Philadelphia 

% \\v*iv*\t'^ liitrrnntitkiinl Ha'^ifs piilitislu'tl in I 1 
.Inly I J is^iu*. Caiin«liaii scriifiii piihti'^li4-fl 11 
\usiist ['t.'>2. »ih1 1 ntt'rnatH»i*al lt«-|>4>rt Iti S|ioii. 
.i>r^ riirri^'il ui ca^'li i).su(' iiiu-c U Ovlolitr 1952, 
SPOINSOIt lias adfliiifinnJ arli'i-l*-* plaiiiirfl fi>r 
iTitcriiatinluil rutlio. forrfpii i'V. ntitaldr BptniworM 
aliroa'li ('vfMirt a^ciu'ifs and foi'ci^ii a;;nirir«; roii- 
(■«*iili'atiiiti 'HI r"<<''«> aii»l . ( S*-*- |>:tf:»" .11 for 
status rrport llaMaii.) 



)our Decemher 1 issue. 

It is very comprehensive and gives 
an excelleni insight into what the many 
radio stations throughout the countr)' 
are offering to their advertisers. I 
realize this will not be the only re- 
quest of its kind, but in line with 
others I would be extremeh anxious 
to know on what hasis the \arious sta- 
tions were selected. For many years 
WMPS in Memphis has had an active 
and separate merchandising depart- 
ment and we feel have rendered a mer- 
chandising service in line with, or su- 
j)erior. to many of those stations fea- 
tured in your December write-up. 

I realize il is loo late to do an\ thing 
about diis article but in the future I 
would greatlv appreciate the ojjportu- 
nity to send you whatever material you 
may request or whatever stories you 
may need to prepare another article 
in radio station merchandising. 

WlLI-IAM B. RlDNER 
V.P. and Director 
W'MFS 

Memphis, Tenn. 

• SI'O.NSOK's srlf^rtifiii iif statiiin^i for its r»*. 
cent KtiKly radio station inorrhandisiii^ *If. 

prilled on l\* o factors : (1) the location of the 
stati*n>^— in *»r<ler to get a \*-i*Ies|»rcad ^co^srapliic 
sain|>lin<r of the U.S. aiMl Canada; an^l <2) the 
type, of nierehaiidisin^ floiie hy tlie s1ation^~in 
ortler to shfiw a i^ide raiiffe of diff^r^nl station 
approaches to incrcttaiKlisin^. This was no easy 
task for SPONSOR editors; many excellent radio 
station iiierelinndisin^ eaiiipaifrns conNl not he eo\ - 
cre^I in llic reptirt hecanse tliey t-oiiiei^led tof» 
e?os4dy \*i:li cither the location or methods of 
prc\i4inslr selected stations. 



MERCHANDISING SECTION 



1 would like to offer my congratu- 
lations on the outstanding story of ihe 
mercliandisiii'i oroblem featured in 



FARM RADIO 

I'd like to tell you about an idea that 
I've had for years which I think is 
going to mature in time for spring 
business. I've talked this over with the 
leading farm broadcasters <i{ the North- 
east and they aiifl their management 
agree it will be good for farm radio. 

We plan to assemble coverage, rates, 
ciudience surveys, success stories, etc., 
on farm jjrograms in the Northeast in- 
lo one brochure so that natitmal ad- 
vertisers can {)urLliasc the whf)le \orth- 
east or regions within il to get their 
^ales message over hv radio. 

W e are meeting in 1 larrisbiug. Pa., 
at the big Farm Prade Show on Jan- 
uary 20ih tentalivcK io compile these 
facts and appoint a committee to j)re- 
j>are the hrocluire. 

This is die first lime tlial stations 
who are more or less competing are get- 
ling logetli(.>r on an eulerprise this ]>ig. 

Fn SiJ sAuczvK 

^ Farm Director 

winx 

Ulica 
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interested 



^LPWA SMES Co. 

TV MARKETS 




in selective 

or fuir 

i 

coverage 
for your 



TV program? 



OVIECtA sales Co. 

TV MARKETS 



you can do 
better with SPOT— 
much better 




When you buy on a Spot basis, it's easier to fit your TV program 
coverage to your sales situations. With Spot, you choose only the 
mai'kets you wish ... as many as you need, or as few — and find that 
stations clear time more readily. You enjoy uniform and pleasing 
picture quality through film, and save enough on Spot time charges 
to cover film prints, their distribution and other costs. 



Get the full details from your Katz representative. 
THE KATZ AGENCY, INC. National Advertising Representatives 

488 MADISON AVENUE, NEW YOR< 22, NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO • ATLANTA • DALLAS • KANSAS CITY • DETROIT 
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AUKEE 



ONE OF 

INDEPENDENT 
RADIO STATIONS ! 

filtEATEK TIIW EVER 



f 



Largest Volume of Business 
in 16 Years. 

456 Satisfied Customers .. . 

87 National Advertisers 
. . . Consistent Renewals 

Constant Hooper Ratings 
. . . Among Top Five In- 
dies in Nation 

Provides up to IVi Times 
Net Stations' Audience Per 
Dollar 

Top Air Personalities . . . 
Air Salesmen . . . Merchan- 
dising That Moves 

All Major Milwaukee and 
Wisconsin Sports 

'Round the Clock News 
Staff . . . Strong Commu- 
nity Affairs Voice 




C. E, noolin 

President 
The Frito Co. 



Twenty years ago, C. E. Doolin teamed up with his brother. Earl, 
and his mother, Daisy, to manufacture their first Fritos in the Doolin 
family kitchen in San Antonio. An old potato ricer with a converted 
slotted bottom to scjueeze through the corn dough into a cooking 
skillet was the first piece of erpiipment of tlie newly formed Prito Co. 

Sensing success with their first hand-jjroduced product, Doolin 
bought himself some local radio spots in San Antonio to acquaint 
the public with the new corn chip prcxluct. His first radio copy was 
of the teaser type, which told little about the product but stressed 
its catchy name, Fritos. 

The Frito Co. now has 22 plants scattered throughout the United 
States. Hawaii, and Venezuela, and with an animal sales volume 
running into the millions. Twelve plants have licensee-owners, while 
tlie parent company owns or controls the other 10. 

7\s the business expanded, Doolin increased his advertising pro- 
gram, with radio as a major medium, and he was one of the first in 
television. He has also used radio to build community interest in 
openings of new Fritos plants through "on the soene"' programs. 

Radio's role, as Doolin puts it. is this: "A iieavy radio campaign 
in a new market stimulates the curiosity of potential customers, 
persuades them to try the product. We follow up with recipes and 
suggestions for use which keep sales moving upward. " 

Radio commercials for Fritos are generally live, announcer-read 
spots, with emphasis on straight selling copy which describes the 
product and its uses. Some singing commercials have been used. 
For teknisioii. advertising material is both filmed commercially 
and used live. Radio and TV stations in the Southwest air Fritos 
regularly in the parent company territory, and in other j)arts of the 
country tli(» same successful selling patterns are being used. 

Two major television programs sjK)nsored bv The Frito Co. are 
/i/g Tou ri and Frosly Frolics, the latter being an ice review whi<;h has 
won top ratings in (>alifoniia. /J/^ Town is broadcast o\er WBAP- 
r\ , Fort Worth; Frosty Frolics is seen <>\er KTI^A-IA , Los Angeles. 

Doolin. who is still president, doesn't waif for the business to ex- 
pand itself; he makes sure it continues to grow by dreaming up 
new ])r(jmotions and getting bigger ])lants on the drawing boards. 
His hobby- -not to let any hobby interfere with work. e\en photo 
raphy whi<di he enjoys. 



★ ★ ★ 



WEMP WEMP-FM 

24 HOUHS OF MUSIC, NEWS, SfOSIS 
HUGH BO ICE, JR., Gen, .M^r. 
. HeAOMY-fiEED, Nof'l Rep. 
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in the BIGGER and BETTER memphis market 




In selling as in showmanship, it's the 
quality of the performance that deter- 
mines the interest of the audience. In the 
greater Memphis Market, comprising 76 
rich counties with a buying potential of 
over $2 Billion, you'll always find the 
greatest audience tuned to WREC. 
HERE'S WHY: High quality program- 
ming and engineering perfection insure 
good reception and a compelling per- 
formance of interest to your best custo- 
mers. WREC prestige adds believability 
to your message, too! The cost is another 
pleasant surprise . . . 10% LESS per 
thousand listeners than in 1946! 



MEMPHIS NO. 1 STATION 



REPRESENTED BY THE KATZ AGENCY 



AFFILIATED WITH CBS RADIO, 600 KC — 5000 WATTS 
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RADIO PUT THESE 
LIVE DEMONSTRATIONSiH 
OYER WITH A BANG 

• . .,- _ , . I 



f 



RADIO AGAIN PROVES TO 
LOCAL PROMOTION FOR PUR 




The twenty-three radio stations whose pennants fly over 
the Purina Bowl Game stadium on the opposite page are 
the cream of the crop of America's farm radio merchan- 
disers. Because they know how to make farm radio really 
sell at the local level, two representatives of each station 
received all-expense trips to New Year's Bowl Games at 
Purina's expense. They were accompanied by the Purina 
Dealers they had helped during September, October and 
November with local store promotions. 

ENTRIES DOUBLED IN '52 

Competition was keen and the judges had a hard time 
picking the winners. There were twice as many entries as 
in 1951. And almost every one represented an outstand- 
ing local promotion job — a magnificent example of coop- 
eration between station and dealer at the local level. 

IDEAS UNLIMITED 

The job was to help Purina Dealers promote two live 
demonstrations in their stores . . . the "Mike & Ike" pig- 



growing demonstration and the "Lay & Pay" egg-laying 
demonstration. Radio made these demonstrations into 
community projects known to every man, woman and 
child. There were pig scrambles, parades, dances, enter- 
tainments, fund-raising devices, contests and many more 
promotion ideas. They built store traffic and increased 
sales and prestige for the Purina Dealers. They put the 
radio stations in the community spotlight, too. 

JFc thank every station, winner or loser, for the many 
jobs well done — for proving again that there's real power 
in radio. In the entries we have the proof. And as a result 
we say more enthusiastically than ever — "Purina believes 
in jarm radio!" 

RALSTON PURINA COMPANY 





I Within your grasp • • • with 

HG&^amd ?((Ufhme 

The Housewives of Baltimore . . . the little woman who picks the brands, 
who spends the money! She watches HOLLYWOOD PLAYHOUSE ... she 
wouldn't miss it! 

And here's what HOLLYWOOD PLAYHOUSE offers you . . . Five extra spots 
— in addition to your "one minute commercial — and it costs nothing extra! 
More television advertising, for less money . . . selling your most impor- 
tant prospective customer ... is within your grasp when you choose 
HOLLYWOOD PLAYHOUSE. 



TELEVISION BALTIMORE 

WBAL-TV 



NBC IN MARYLAND 



Nationally Represented by Edward Petry & Co. 
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New and renew 
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^etc on Radio IMettvorks 



SPONSOR 



Avco Corp, Crosley White 
Goods Oiv 

Avco Corp, Crosley Elec- 
tronics Div 

American Tobacco Co 

Anahist Company 



Ford Motor Co 
General Foods 
Miles Laboratories 



Union Pharmaceutical Co 



111' -.fif AGENCY 

Benton Or Bowles 

BBDO 

BBDO 
Ted Bates 



). Walter Thompson 
Young 0 Rubicam 
Geoffrey Wade 

Grey 



STATIONS 

MBS 500 

MBS 500 

CBS 195 ^ 
CBS 200 



CBS 

NBC 140 
NBC 



MBS 459 



PROGRAM, time, start, duration 



'Gator Bowl Game, Jacksonville, Fla; Th 1 Jan; 5 
min prev to game 

'Gator Bowl Game, Jacksonville, Fla; Th 1 Jan; 5 

min summary following game 
American Way; Th 10-10:30 pm; 1 Jan; 52 wks 
FBI in Peace and War; W 8-8:30 pm; 10, 17, 24. 
Dec; Meet Millie; Th 8-8:30 pm; 11, 18. 25 
Dec; Mr. Keen; F 8-8:30 pm; 12, 19, 26 Dec; 
(co-sponsor with American Chicle) 
Robert Trout; M-F 10:30-35 pm; 29 Dec; 52 wks 
Bob Hope; W 10-10:30 pm; 7 |an; 52 wks 
New Year's Eve in New York, Chicago, San Fran- 
cisco; W 31 Dec; 11:45 pm-12:05 am; 1 Jan; 
12:45-1:05 am; and 2:35-3:05 am 
Gabriel Heatter; F 7:30-45 pm; 16 Jan; 52 wks 



2. 



ICetieti;ecI on Radio ]%etworhs 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


Electric Companies Adver- 
tising Program 
E. 1. DuPont 
Mutual of Omaha 
Procter & Gamble 
Sun Oil Co 


N. W. Ayer 
BBDO 

Bozell 0 Jacobs 
Compton 

Hewitt, Ogiivy, Benson 0 
Mather 


ABC 257 

NBC 140 
NBC 191 
CBS 157 
NBC 34 


Meet Corliss Archer; F 9:30-10 pm; 2 Jan; 52 wks 

Cavalcade of America; T 8-8:30 pm; 6 Jan; 52 wks 
Bob Considine; Sun 3:30-45 pm; S Jan; 52 wks 
Road of Life; M-F 1-1:15 pm; 29 Dec; 52 wks 
Sunoco Three-Star Extra; M-F 6:45-7 pm; 12 Jan; 
52 wks 



3. 



iVeto IMational Spot Radio Business 

PRODUCT AGENCY 



SPONSOR 



Block Drug Co, NY 

E. T. Browne Drug 

Co, NY 
Hood Chemical Co, 

Phila 

Standard Brands, NY 
Vick Chemical, NY 

Vitamin Corp of 
America, Newark 

Whitehall Pharmacal 
Co, NY 

Whitehall Pharmacal 
Co, NY 



Amm-i-dent tooth- 
paste 

Palmer Skin Success 

products 
Easy Starch 

Chase 0 Sanborn 

coffee 
Vicks Vaporub 

Rybutol 

Anacin 

BiSoDol mints 



Cecil & Presbrey, NY 

Herschel Z. Deutsch, 
NY 

Hilton & Riggio. NY 

Compton, NY 

Morse Int'l ,NY 

Kastor, Farrell, Ches- 
ley & Clifford, NY 
John F. Murray, NY 

SSCB, NY 



STATIONS-MARKET ^CAMPAIGN, start, duration 



Widely scattered 

mkts 
30 Negro mkts 

35 mkts 

Scattered mkts 

Over 100 stns 

Selected mkts 

Several hundred stns, 
coast to coast 

Selected mkts, coast 
to coast 



1-min anncts; also 5 0 15 min 
progs; St 16 Jan; 39 wks 

Partic, Negro progs; st Jan; to 

run thru Dec '53 
Annct campaign; st 2 Jan; 13 

wks 

Daytime-only campaign; st 1 
Jan; 52 wks 

Annct campaign; 5 anncts wkly 
each stn; st 29 Dec; 2 wks 

15-min progs; st 1 Jan; S-8 
wks 

1-min anncts, early a.m. time; 

31 Dec; to run thru March 

or longer 
Anncts, early a.m. time; to 

run thru March or longer 



4. 



IMational Broadcast Sales Executives 



NAME 



FORMER AFFILIATION 



Trevor Adams 
John E. Arens 
Arthur W. Bagge 
George Baron 
J. Henry Boren 
Keith S. Byerly 
Slocum Chapin 
Norman H. Chester 
Kenneth Church 



DuMont TV net, asst sis dir 

WFAS, WFAS-FM, White Plains, NY, sis dir 

Free Or Peters, Chi, sis rep 

KOWL, Santa Monica, acct exec 

Food store owner, Cottonwood, Utah 

WBT, WBTV, Charlotte, sis mgr 

ABC, vp chg owned TV stns 

WNBC, NY, acct exec 

WKRC, Cinci, sis mgr 



NEW AFFILIATION 

:;WJZ-TV, NY, sis mgr 
Good Music Bdcstrs, NY, sis mgr 
Same, radio sis mgr 

E- Same, sis mgr 
KSL. KSL-TV, Salt Lake City, mdsg dir 
Katz Agency, mgr Atlanta off 
Same, also gen mgr WJZ-TV, NY 
WJZ, NY, acct exec 
Radio Cincinnati, vp 



In next issue: New and Renewed on Television (Network and Spot); 
Station Representation Changes; Advertising Agency Personnel Changes 
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iKiimhers after names 
refer to i\ew and Re- 
new category 

ir'illiam H.Ilylan (4) 

Ted Oberfelder (A) 

Tally McGough (4) 

Trevor Adams (4) 

/. Henry Boren (4) 
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\fiv and renew 



4. 



.uitin 
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VafioiKif Broatlcast Sales Exectftlves (cotttUttfCii) 

NAME I FORMER AFFILIATION I 



NEW AFFILIATION 



Arthur |. Daly 
Thomas H. Dawson 
S. C. Diggcs 
A. C. Dowden 
George Fisher 
Clark George 
William H. Hylan 
Warren Jennings 
Gus Kruttschnitt 
Bill Lamar 
Milton L. Levy 
loseph R. Matthews 
Quintin E. McCredie 
Wally McGough 
Paul Mowrey 
Gene Myers 
Robert E. Newsham 
Karl Nelson 
)ohn E. North 
Ted Oberfelder 
Charles Phelps 
Mike Shapiro 
Arnold Starr 
Niles Trammell 



Geyer Adv, NY, TV acct exec 

CBS TV Spot Sales, NY, gen sis mgr 

CBS TV Spot Sales. NY, eastern sis mgr 

KARK, Little Rock, Ark, city sis mgr 

United TV Progs, sis exec 

CBS TV Spot Sales, NY, acct exec 

CBS TV Sales, NY, eastern sis mgr 

WJZ, NY, comml mgr 

WMMW, Meriden, Conn, sis mgr 

KTSA, San Antonio, sis prom mgr 

KLX, Oakland, adv. sis mgr 

Weed & Co, mgr SF office 

KMMI, Grand Island, Neb, sis prom mgr 

WTVN, Columbus, sis mgr 

W)Z-TV, NY, prog dir 

WTAM, CIcve, sis mgr 

L. E. Phillips, Phila, partner 

WTOL, Toledo, mgr 

Radio Reps, Chi. vp 

ABC, NY, dir owned radio stns 

NBC Radio, NY, acct exec 

WFAA-TV, Dallas, exec 

WMCA, NY, sis rep 

NBC, NY, chmn of bd 



DuMont TV Net, NY, acct exec 
CBS TV Net, NY, sis mgr 
Same, gen sis mgr 
Same, comml mgr 
Guild Films, district sis mgr 
Same, eastern sis mgr 
CBS TV Net, NY, vp chg sis 
CBS Radio Spot Sales, NY, acct exec 
Same, gen mgr 

KCOR, San Antonio, sis prom, mdsg mgr 
Same, mgr 

A. C. Nielsen, SF, western sis mgr, Nielsen Cov Serv 
KOA, Denver, sis prom mgr 
Same, gen mgr 
Same, stn mgr 

Edward Lamb radio-TV properties, mdSg mgr 
WFIL, Phila, radio sis rep 

Edward Lamb radio-TV properties, reg'l sis mgr 

WOR-TV, KHJ-TV, Chi sis stf 

Same, vp chg owned radio stns 

NBC, NY, asst night exec officer 

KDUB-TV, Lubbock, Tex, comml mgr 

WPAT, Paterson, NJ, sis stf 

Biscayne TV Corp, Miami, pres 



Sponsor Personnel Changes 

NAME I FORMER AFFILIATION 



NEW AFFLIATION 



loseph M. Allen 
William P. Black 
Luther Conant |r. 
Berned Creswell 
Stuart K. Henslcy 
Erik Isgrig 

William S. Richardson 



Bristol-Myers Co, NY, vp chg pub rel 

Lever Brothers, NY, sis exec 

Edward L. Bernays, NY, sr acct exec 

P. Ballantine & Sons, Newark, Nj, exec 

Ton! Co, Chi, gen sis mgr 

Earle Ludgin 0 Co, Chi, acct exec 

B. F. Goodrich Co, Akron, vp 



ANA, NY, media & res exec 

Same, Ind'l detergent sis mgr 

Lever Bros, NY, product publicity mgr 

Same, sis superv 

Same, vp chg sis 

Zenith Radio Corp, Chi, dir adv 

Same, dir & exec vp 



iVctc Af/eiiC}/ /t|)f)oiiiliiic*iil.« 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Andree's Food Prods, LA 

Bol Mfg Co, Chi j 

Conmar Products Corp, Newark, N) 

Cott Quality Beverages, New Haven, Conn 

C. A. Durr Packing Co, Utica, NY 

Fairmont Foods Co. Omaha, Neb 

Jackson & Perkins, Newark, N) 

The Lander Co, NY 

Joseph Martinson & Co, NY 

Melville Shoe Corp, NY 

Minneapolis Brewing Co. Mnpis I 
Pal Blade Co, NY 

Stauffer System (nationwide chain of health 
b reducing salons) 

Toni Co, Chi 

Toni Co, Chi 
Toni Co, Chi 
Toni Co, Chi 



Salad dressings, barbecue sauce 
Hopalong Cassidy Aid (gelatin powder 

for soft drinks) 
Conmar zippers 
Soft drinks 
Meat packer 

Food processors & marketers 

Flower growers 

Dixie Peach, other cosmetics 

Jomar instant coffee and tea 

Thom McAn shoes 

Grain Belt Beer 

Pal, Personna blades (foreign advtg) 
Posture-Rest home plan 

Toni Home Permanent, Tonette Chil- 
dren's Home Permanent 
Prom Home Permanent 
Toni Creme Shampoo 
Bobbi Home Permanent 



Philip J. Mear.y Co, LA 
Schwimmer & Scott, Chi 

Hewitt, Ogiivy, Benson & Mather, NY 

Dowd, Redfield & Johnstone, NY 

Barlow Advertising, Syracuse 

Allen & Reynolds, Omaha 

Maxwell Sackheim b Co, NY 

Herschel Z. Deutsch, NY 

Anderson b Cairns, NY 

Anderson b Cairns, NY 

Bruce B. Brewer b Co, MnpIs 

Int'l Div of Grant Adv. NY 

Walter McCreery, Beverly Hills 

Weiss b Geller, Chi (eff 1 Mar) 

Leo Burnett, Chi (eff 1 Mar) 

Price, Robinson b Frank, Chi (eff I Mar) 

Tatham-Laird, Chi (eff 1 Mar) 



A 




iXnmbcrs njler names 
rejer to l\<uu and Re- 
new cnlegory 

Kenneth (.hurrh 
A, C. Doivtlen 
Mi/ton Levy 
\iles Trammell 
Keith S. Ilyerly 

Joscfili M. Allen 
Stuart K. flerisley 
/,. Conant, Jr. 
liernetl (.reswell 
II illiam I'. Black 
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BASED ON A 10 YEAR PERIOD 

Comparison Cincinnati Hooper Share of Audience — Mar. Apr. 1942 to Apr. 1952 



MORNING 



MORNING . . . SrOO A.M. TO 12:00 NOON . . . MONDAY THRU FRIDAY 


%- 


STATION 
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APR. 'S2 
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5 
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12.8 
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DAYTIME STATIONS 2,6 1.4 



AFTERNOON 



AFTERNOONS 12.00 NOON TO 6«0 ?M. MONDAY THRU FRIDAY 


% 


STATION 


MAR-APR '42 


APR. '52 
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55 












50 












45 












40 












35 
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17.9 
13.8 
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. D 
E 


0 












DAYTIME STATIONS 2.1 2.1 



EVENING 









NIGHT 6:00 P.M. TO 10.00 P.M. SUN.-SAT. 




^■J '■ 


% 


STATION 


MAR-APR '42 


APR. '52 


STATION 


55 












50 
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46.1 
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20 
15 
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5 
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21.6 

12.3 
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23.0 
20.2 
17.1 
11.5 


B 
D 
C 
E 





David G. Taft, Vice President 
Radio Cincinnati, Inc. 
Kenneth W. Church, National Sales Mgr. 

Radio Cincinnati, Inc. 



And according to the 1952 September-October Local 
Pulse, WKRC dominates morning, afternoon and evening. 
No wonder advertisers choose WKRC. 

National and local sales up 21% over WKRC's former 
six months PEAK period (BEFORE TELEVISION). 
National sales up 2 5%; Local sales up 17%. 



^1 !"''au„ ,u. 

BASEBALL IN '53 

Baseball in California 

for '53 Means 

The Pacific Coast Ciiampions 
' of 1952- 

The Hollywood Stars ^ 

^ and again i 

Exclusive Radio 
Broadcast 

on ^ 

KFWB 

Available for whole or part 
sponsorship 



contact today 




iSew tlvvelopments on SPOiSSOR stories 




Caroling puppets helped Investment house sell mutual funds as Christmas gifts 



See: "St<»rkx on llic ilir"' 

Issue: 28 July 1952. p. 22 

Subject: I'nppols provide Yiilelide setting for 
Kidder, I'eabody gift offer 

Around Christinas time, a wide variety of sponsors plug their 
products as gifts — <nid this season, investment house Kidder, Pcabody 
Co., New York, was no exception. 

Kidder, Pcahody felt that its Mutual Fund gift certificates would 
make nice Christinas presents. To tell people about them, agency 
Uorenius & Co., decided to make the |)ilch via TV. 

They bought two 1.5-minute segments on WNBT. \ew York, 12:15 
to 12:30 p.m.. on Sundays, 7 and 14 De<;ember. The program con- 
sisted of a film of Sue Hastings' marionettes singing Christmas carols 
(see cut). Announcer Bob Denton talked (live) about Kidder, Pea- 
body and its Christmas special (in commercials prepared by Dorenius 
Radio-TV Director Ed Rooiiey). The first < oimiiercial was an institu- 
tional pitch, the second jjoiiited out the advantages of mutual funds 
and how to get the gift certificate, the final tag solicited inquiries. 

A satisfied user of broatlcast advertising, Kidder, Peabody is cut- 
ting newspaper appropriations in order to enlarge its air budget. 

See: "The nierrluindi^ing problem'" 

Issue: I I) nil)er 19.'>2, p. 33 

Sulljet'l: Each »tation offers spoii>or<i it« 
own brand <»f proniol ional ^upport 

WHLl, Hempstead, Long Island. N. Y., capitalized on the holiday 
season with a spe<"ial promotion that brought the station closer in 
bod) and spirit- -to both advertiser? and listeners. 

"Operation N'oel"' was a joint elTort of the station's Sales, Pro- 
gram and Public Affairs Departments. Special holiday programs 
originated from WHILI advertisers" jilaces of business. F'or example, 
a two-iiour musical program enianated from the Meadowbrook Na- 
tional Bank, where more than 600 people gathered for the broadcast. 
The station also tape-recorded and aired personal holiday greetings 
from more lliaii 40 advertisers. 

Via other programs, "Operation Xoeb' brought WHLI in direct 
contact with 14 cominunity organizations. The station estimates that 
well over 115.000 persons witnessed its special "Noel"' |)rogranis. 
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at home 






in new haven 



New Haven is proud 

of its industries and the happy 
associations maintained between 

employees and management. Peo- 
ple like working and living in New 
Haven. Its healthy economic life 
means more business for you! 



You can reach the busy people 

of New Haven at home through 
WNHC. Radio dials stay set at 

WNHC — almost as though they 
were locked by the H. B. Ives Com- 
pany! Best of all. the people in the 
rich New Haven area respond to 

sales messages over WNHC — 
like a lock to its right-fitting key. 



"Don't foi-Ket to lock the windows 1' is a familiar admonition to nios-i of us The 
locks referred to were probably manufactured by the H. B. Ives Company of New 
Haven. 

Hobart B. Ives started the business in 1876 by making mortise door bolts. The 
company constantly e.xpanded and by the turn of the century was equipping famous 
buildinss with Ives hardware. Among them are the Flat Iron Building, the Wool- 
worth, Chrysler and Empire .State Buildings, Rockefeller Center and the IVntagon. 



r'rs!i^.*»*- "^-it^-^ • ■11-' 



[Hi 
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^ Imitation is 
the sincerest 
of flattery ^' 



SPONSOR is the 
most imitated trade magazine 
covering the advertising 
field today! 

SPONSOR 

The magazine radio and TV advertisers use 



Moke 
Friends 
With 
Gil 





COLOSSUS OF THE CAROLINAS 



Newscaster, philosopher, friendly voice of a famous 
station, WBT's Gil Stamper makes friends of folks 
and friends for sponsors. Sincere, affable, convincing 
Gil has the native know-how which distinguishes 
WBT as a powerful local voice for national 
advertisers. Let Gil and WBT make 3,000,000 
Carolina friends for you. 




CHARLOTTE, NORTH CAROLINA 

L Jefferson Standard Broadcasting Company 



Represented Nationally by CBS Rjtdio Spot Sales 
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[flcCann-KricUstut for*»c«.v<.v show di^taUs of TV yrtnvllt 

III two YPdrs, McCmiii-Ericfisoii feels, ilie 125 largent TV markels will rontaiit 
7H'7c of the [tofJiilalioii of the i'.S., and will account for some UO^c of retail 
sales. Some 250 additional markets, lioiierer, may add only 9% in audience size 



TV status 



65 CURRENT 
MARKETS 

(June 1952) 

62 NEXT UR6EST 
MARKETS 

125 TOTAL 
MARKETS 

(Oecl9S4) 

250 NEXT URGEST 
MARKETS 



Markets 



63 
62 



Commercial 
stations 

TtT 

175 



% of U.S. 
population 

^6^ 
15% 



% of U.S. 
retail sales 

6^ 
12% 



125 346 78% 80% 



250 - 



9% 9% 



^''Television has already slieriglhened the applications of mass advertising and 
promotion at all marketing levels. By 1954. television will have rounded out 
its dimension.'; jor mass selling in all major U.S. markets, in all dislrihution 
cliannels, and at all distribution levels in planned coordination tvith all other 
selling forces, and be thus capable of earning a $750,()00,()()0 outlay.^^ 



Sidney W. t)eaa ,fr., I'./*., tlirfrtttr \tarketiag 
McCann-Erickson, tiic. (Scpn al left) 



= McCann-Erickson's Sid Dean 



iOO TV stations: how major 
agencies see the picture 

Some 80% «f U. S. families may lie within reach €>f video hy 1955 



^^^ith TV launched on its second 
postwar boom, the era of 500 TV sta- 
tions in the U.S., and 125-slation video 
networks is no longer an adman's pipe 
dream; soon it will be a reality. The 
map on the following pages shows that 
nearly a dozen important "new'" video 
markets, from Denver and Portland to 
Roanoke and Austin, have gone on the 
active list since mid-1952. Nearly, two 
dozen more TV markets will be operat- 
ing by 1 February 1953. 

Time costs of large-scale TV are 
again rising. An executive of SSCB 
told SPONSER unofficially that "by 1955 



a weekly half-hour dramatic TV show, 
televised on a 'full network' of 12.5-150 
stations on a 39-week contract, may 
cost the average sponsor anywhere 
from $2,500,000 to $3,000,000 for 
time and talent." In 1947, many a 
national advertiser spent that much as 
his total, all-media ad budget. 

Television is also headed swiftl) for 
near-national coverage, in terms of 




U.S. homes within range of video out- 
lets. NBC researchers, for instance, 
now feel that SCf of the total number 
of U.S. families may be living under 
the TV umbrella sometime in early 
1955. This percentage figure will con- 
tinue to rise as families in the latest 
round of TV markets buy more video 
sets, and as the final group of TV sta- 
tions go on the air. Ultimately, per- 
haps by 1960, 90' ^ or more of the 
homes in the L.S. will be TV's poten- 
tial audience. 

Agencies are under terrific pressure 
from leading clients as the planning 
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for the 1953-54 advertising season gel* 
underway. The pressure is understand- 
able. Clients in the multi-million 
brackets need the latest TY predictions 
in order to jjlan their long-range ad- 
vertising and marketing strategy. Ques- 
tions such as these are uppermost in 
the minds of top management: How 
big is ] \ likely to grow ? How much 
advertising money nuist be set aside as 
a "reserve" to keep pace with TV's 
growth? What will ''national" TV 
campaigns cost? Will thev be worth 
it? 

Five years ago, such questions could 
he ])arried gracefully, and nobody was 
the worse for it. Today, the answers 
to these questions play a large role in 
shaping everything from over-all bud- 
get formulas to marketing policies. 
Recognizing the high interest in this 
subject. SPONSOR explored the TV 
thinking of several major ad agencies 
■ — notablv McCann-Erickson, Young & 
Kubicam', BBDO, and SSCH. fJesearch 
and sales executives of the two largest 
TV networks were also interviewed. 
Todav, the problems of TV's future 
growth weigh as heavily on air media 
as they do on media plamiers. 

What these agenrymen and network 
officials stated nuist be considered as a 
series of "educated guesses." However, 
the following forecasts are important 
signposts in mapping out the future 
route of air advertising dollars. 

Here, in a topic-by-topic round-up, 
is how the best-informed agency and 
network executives view the near- 
future of TV: 

TV ntidi^iiees may double by 
J».T5; Back in the early part of 1947, 
there were just 16.467 TV sets in the 
U.S., according to NBC. As new sta- 
tions came on the air, and set pri<es 
drojjped, this figure jumped skyward. 
Last month, NBC calculated that there 
were 19.517,000 TV sets in the U.S.— 
more than 1,000 times the 1947 figure. 

This huge figure, which represented 
nearly 45 "/r of the nation's total homes 
in mid-December 1952. is only tin; 
jump-off for TV's jjresent growth 
])attern. 

McCannd'lrickson— which has made 
a series of TV projtictions on three 
levels, "low." "intermediate," and 
"upper'' calf iilales on its "inlermedi- 
ale" scales thai there will be 26.;!()().- 
000 TV homes in the 125 leading U.S. 
markets by the end of 1951. This is 
about a 47' f increase over the level of 
TV in the I .S. in Sejjtember 1952. 



Other projections take these figures 
even higher. According to an unofficial 
estimate of an NBC executive, TV 
"may be reaching 40,000,000 homes 
in the then-active TV markets through- 
out the I .S. at the end of 1955." 

The most eye-opening figure of all 
is one contained in an elaborate Young 
& Kubicam T\ presentation. This 
pitch has been made to siub leading 
agency clients as Borden Co.. General 
Foods. General FJectric, Gulf Oil 
Corp.. Procter & Gamble, and Singer 
Sewing Machine Co. In its well-charted 
predictions for TV's future growth, 
Y&R forecasts that TV will be active 
(one or more stations, ^ HF and UHF ) 
commercially in 1.241 cities and towns 
by 1963. TV will then cover some- 
thing like 95'f of total U.S. homes. 
The actual number of TV homes, at 
that time w ill be about 70-75'a of that 
figure, Y&R feels. 

Key points for admen: The follow- 
ing ^'intermediate projections^' of Mc- 
Cann-Erickson are likely to he a re- 
liable, year-by-year guide for the next 
few seasons: 19,600,000 TJ' homes in 
some 79 markets, by the start of Janu- 
ary 1953: 23.500.000 TV homes in the 
164 largest U.S. markets by December 
1953; 26,900.000 TV homes in the 
164 largest markets by December 1955. 

ISettcorks trill be lOO-plits TV 
stations: ELxecutives of the four ma- 
jor TV webs feel that TV network line- 
ups of the future will soon resemble 
the kind of station lists possible in 
radio in the past decade or longer ago. 

Both NBC TV and CBS TV. for 
example, have been telling ad agencies 
in recent weeks that they will offer a 
"basic" network (no split-afFiliations, 
or single-station markets, a la Pitts- 
burgh or New Orleans) in the 75 top 
U.S. markets by the end of 1956. In 
addition they will be able to offer 
groups of supplementary stations, total- 
ing ])erhaps another 75 markets. The 
total number of TV stations in the 
U.S.. at that point, may easily be 
around 600. 

Networks of this size are verv likelv 
lo represent the outer limits of basic 
network growth, (^ertainh. there will 
be more than 600 TV stations in the 
U.S. in another decade. Ikit. many of 
them will be ser\ing small areas, or 
will be so new that set penetration will 
be \'ery low. 

l>P)l)()'s Fred 1>. Manchec, executive 
v.p. in charge of research, told SPON- 



Youug & Riibiecfiii estinuitM^ 
TV tietworh tittte tttay cost 
ifross of STUfOOO tin hour 



NETWORKS 

64-statlon 
basis (1952) 

1 25-station 
basis (1954) 

1 50-station 
basis (1955) 



1/2 -HR. 



$51,325 $30,795 $20,5 



$69,050 , $41,430 $27,6^ 



$75,275 



$45,165 




$30,1 



If hat gross time ri)sts may look like on TV netwo 
of next few years is shown in Y&R chart ab'f 
Program could cost additional 50 to 100% 



: 



I 111 nil ii 111 iiiiiiiiiniiiiiiiiii III 1 nil iiiiiii 
Actnttl iiiiiiiber of I/. S. t?ifled 

homes iiifii/ hit 26,900,000 hi 

1G4 lartfest tnarhets hy '55 [_ 




/^s¥ /9SS 

^,600,000 Z3^qooo 26,900f00t 

McCann-Erickson projections on "intermediate" bisp, 
in chart above show future TV audience in 164 fti 
markets may be 54% of U. S. homes 



SOK that the big Madison Avenue agen- 
cy is urging video clients to proceed 
"cautiously" in the matter of increas- 
ing the size of their individual TV net- 
works. "Certainly, the growth of TV 
networks will ease many of the present 
problems of clearing network time." he 
added, "but in ncw^ markets it may be 
wise for advertisers to wait unlil the 
degree of set penetration has been 
clcarlv determined before trying to es- 
tablish time franchises." 
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450-500 TV outlets may serve 54% of all U.S. homes in 164 markets by 1955 



Mc-Cann-Erickson map of U.S. video (above) is conservative 
projection of future TV markets, updated by sponsor. The 164 



markets shown may eventually absorb from 150 to 500 TV 
stations by 19S5. New, near-future markets appear beloiv 



IVc'irli/ nrffferf TV markets 

► DENVER, COLO. 

^ COLORADO SPRINGS, COLO. 

► YORK, PA. 

► ROANOKE, VA. 

► AUSTIN, TEX. 

► EL PASO, TEX. 

► LUBBOCK, TEX. 

► SPOKANE, WASH. 

► PORTLAND, ORE. 



TV inarhots <o 

MOBILE, ALA. 
TUCSON, ARIZ. 
BRIDGEPORT, CONN. 
FORT LAUDERDALE, FLA. 
PEORIA, ILL. 
SOUTH BEND, IND. 
BATON ROUGE, LA. 
HOLYOKE, MASS. 
SPRINGFIELD, MASS. 
NEW BRITAIN, CONN. 



he adileil eaflfi in lOHif 

JACKSON, MISS. 

ATLANTIC CITY, N. J. 

RALEIGH, N. C. 

LYNCHBURG, VA. 

MASSILON, OHIO 

YOUNGSTOWN, OHIO 
f READING, PA. 

:= SCRANTON, PA. 

WILKES-BARRE, PA. 

YAKIMA, WASH. 



Both the agencies and the networks 
intennewed by si'ONSOK agreed that 
TV networks Avoiild play a large rolp 
in the future of TV programing. "TV 
will be so large and so costly that 
agencies won't be able to take the 
chance on producing an agency-built 
show which may, or may not, be a 
dud," Y&R's Jim Schulke. manager of 
account presentations, stated. "Pro- 
grams will be built largely by net- 
works, who wiW sell iheni on a partici- 



pation ur "insertion' basis, and by the 
independent package producers." 

Key points for admen: The piesenL 
time buying hassles involving .single- 
station markets in major population 
centers iiill disappear as networks 
round out their lists, the experts feel. 
Xelivorks will probably level off some- 
where around the 123-150 station-mark 
in three or jour years. And, the net- 
nor/iS will assume a great deal oj the 
building oj big TV shows. 



Costs of biff-time TV are fioing 
lip; With networks due to expand in 
size, advertisers will face substantial 
increases in the costs of network '\ \ 
time, agencies feel. Some idea of the 
ultimate lc\ el of these '\ \ network 
costs can be found in the \&li cluirt 
on jjage 24. 

Meanwhile. spOAsou learned that (lie 
major TV networks are offering the 
following yardstick to agencies to aid 
(Please turn to page 72) 
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Sniidial saturation bowls 'em over 



Xow England slioo iiisiiiiiiaetiirer jiiwitcliccl from costly TV effort to satura- 
tion spot radio caiiipai^ii., persiiadcMl local dealers to tie in and split cost 



M. I'o Sundial division of the Inter- 
national Shoe Co. put reverse English 
on the current trend among air adver- 
tisers: Sundial switched from TV to 
radio. 

After lo months of a T\ kid show. 
Sundial found that its sales results 
wert" not keeping pace with zooming 
T\' costs. W^iat s more, network video 
did not offer the ffexibility which the 
Manchester. ,\. 11. . shoe company de- 
sire<l in order to make its advertising 
program <'oincidc v\ith its seasonal sell- 
ing pattern. 

The shoe firm and its advertising 
agen<-\. lloag & l*rovandie of Bftston. 
are now convinced that they liave 
found the solution to the problem: a 
saturation radio spot announcement 
( am|)aign used during the two five- 
v\eek periods Ipre-Easter and pre-back- 
to-srhool I in which the sale of young- 
sters" shoes tend to bunch up. luas- 
nmch as Snudial derives a large i)er- 

^ I ' " ' 111! Ill 111 iiir iiii mil iiiiiiiii:;i .I'li iiiiii iiiii iii": 




Jim Edwards, Sundial's ad 
manager, on spot radio: 

am convinced llial s[><)l radio 
advertising is doing a really elective 
job for Sunditd shoes on several ini- 
[lonanl coiinls. lis jlexibtlily per- 
mits us lo i>e<il. spol saliiralions lo 
lite imporldiil Intying seasons. Ity 
open-ending Irimscrihed spols, we 
are able to offer our dcirlers an op- 
porlnnity for local lie-ins. This 
makes .Sunilial's over-all advertising 
progrtnn more mercliandisable lo the 
/lealer. And finally, llie economy of 
spol radio permils saliiralions oj 
liolli large and small miirkels willi 
a reasonable adverlising bud gel. 9^ 



1 I" :i n :ii 11^1 III' 111! nil iuiir,iii iiiji nil mil,. 



centagp of its revenue from kids" slioes, 
llie solution reached seems to make 
sense. 

After a test camjiaign in spring 
1952, the agcnc) placed a fall cam- 
paign of o.-SflO announcements on 79 
radio stations during the back-to- 
scIkkiI ])eriod. Sundial dealers, who 
paid a share oi the costs, were enthusi- 
astic about the results and over 90',r 
of them have ahead)- signed u]i for the 
upcoming Easier promotion. 

And Sundial, whose sales for fiscal 
vear 1952 topped the S] 1 million 
mark, is suflicientU impressed w ith the 
million-dollar gain over 19.51 to give 
radio a]>out $200,000 of this ) ear's 
$264,000 ad budget. (Source of fig- 
ures: SPOMSOK estimate.) 

But air media were not alwa\^ Sun- 
dial favf)rites. Newspapers got the 
lion's share of the ad budget dnrine; 
the first six years. Then Paul Hoag, 
account supervisor, and Myron East- 
wooil. account executive, presented a 
plan foi a TA cam|»aign to Sundial. 

This major switch was approvc^l 1>\ 
Sundials toji polic)'makers : E. .]. 
C/orinle). general manager; James I . 
Edwards, ail manager; Sales Managers 
Hugh Warren (Men EJoys) and Jo- 
seph McCarthy (Women Childrens). 

The l'\' program selected was Lucky 
Pup wliich C15S TV was airing across- 
the-board, 15 minutes dail). Sundial 
bought one segment ( Frida) i a week 
in 14 <'ities ami dev ised a givcawav to 
test its jjowcr. 

TruffU' hnUilvr: \ cardboard cut- 
out model of a TV station, jig-saw 
puzzle, and Foodini masks were of- 
fered at various limes to every jcning- 
sicr who enticed an adult into a Sim- 
dial siioe outlet. Dealers, who paid 
aboni a dime apiece for the giveawa\s. 
were (piickly swamped by eager kids 
and their somewhat reluctant parents. 
During the 18 months that Sundial 



used T\ , over 825.000 items were 
given away to children. 

Conversion of this increased store 
traffic into sales \ aried widel) , depend- 
ing upon the dealers" sales ability. 
Mail) stores with aggressive sales staffs 
came through with near-perfect scores. 
Dealers were happy to discover that 
mail) parents were presold on Sundial 
as a result of having been exposed to 
the TV commercials. As it turned out. 
almost 35-40' of the audience of the 
"kid show" was adult. 

VMvo show: Lucky l*up ran from 

20 January 1950 to 11 May 1951 
(with a hiatus from 14 July 1950 to 
lo Vugust) on 14 CP>S TV outlets. On 

21 August 1951 the j)rogram was over- 
hauled, coiiN erted into a weekK half- 
hour film package, re-named Foodini 



case history 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiy 

The Great, and aired on the ABC T\ 
net Saturda) mornings. '1 alent costs 
zoomed almost 400' ^ (from S750 to 
$2,800 I and Sundial, wliicli was S[)on- 
soring 15 minutes of the show, soon 
found the program too rich for its 
blood. On 17 November 1951 the com- 
pan) pulled out of T\' and looked 
around for a suitable substitute. 

Spot i-ciclio: Hoag and Eastwood 
came to the conclusion that radio was 
the medium which ofTcred the most in 
llcxibilit)', low cost-per-1.000. and the 
adman's old standi)) — rc|)ctition, As 
M\ ion Eastwood puts it. 'Mm radio \ ou 
can bulk advertising lo fit ) our sales 
pattern. And by spot bu) ing. waste 
is virluall) eliminated. " 

Suiidia]"s ad manager, James U. 
Edwards, backs this up b) saying, "I 
am convinced that spot radio adver- 
tising is doing a reall) eiTective job 
for Sundial Shoes on several important 



26 



SPONSOR 



5«>fJla£ BONNIE LADDIE SKcyaA 




'ormer video show: Sundial used "Lucky Pup" show for 18 monfhs and was 
appy wifh results. When show switched from live fo film, cosfs loomed and 
hoe company abandoned TV. Perf Doris Brown worked wifh puppets on show 



Traffic builder: Firm u^ed giveaways such as jigsaw puizle above fo qef kids 
fo enfice parenfs info Sundial sfores. Dealers were so pleased wifh demand 
(over 825,000) fhaf the company will use fhe "magic" ring offer on radio 



counts. Its flexibility gives us peak 
spot saturations in the important buy- 
ing seasons. By open-ending tran- 
scribed spots, we are able to offer our 
dealers an opportunity for local tie-ins. 
This makes Sundial's over-all ad\ ertis- 
ing program more merchandisable to 
the dealer. And finally, the economy of 
spot radio permits saturations of both 
large and small markets while still 
staying within a reasonable advertis- 
ing budget."' 

Backing up this reasoning, a spot 
radio saturation campaign was tested 
in New England and part of Pennsyl- 
vania in the spring of 1952. 

For the big fall campaign dealer 
participation was deemed necessary in 
order to get maximum saturation dur- 
ing the five-week campaign without up- 
setting Sundial's ad applecart. The 
70-man Sundial sales force was called 
in and briefed on the new plan. 

Sundial dealers I who are now 
spotted throughout the territory east 
of the Mississippi ) were offered pack- 
ages of 10 or 20 announcements. These 
retailers were exjiected to pay their 
shave of the time cost, but not more 
than S5.00 |)er announcement. A series 
of four jingles was transcribed and 
made a jiart of a vecorderl sales pitch. 
Sundial salesmen, armed with the disk 
and a portable phonograph, hit their 
territories to lino up dealer coopera- 
tion. 

Here's a sample of what the dealers 
heard when the disk was played: 

"Ring! Another Sundial sales. And 
that's just what the following Sundial 



radio sjjots gi\'e you. New York-pro- 
du<'ed b\ top-flight talent, tested in a 
limited sales area in a six-week s]>ring 
promotion, these bounc\ jingles did a 
real man's job in rounding up and 
ringing up Sundial sales. And notice 
that each commercial has an eight- 
second spot at the end for your tie-in." 

Then followed the four jingles, each 
fine hitting heavih at a particular 
member of the family but followed b\ 
a broad ap])eal. The jingle slanted at 
\oung girls is typical: 



"Sundial shoo are the shoes that 

sisters wear, 
Shoes that brothers wear. fath<^rs 

and mothers wear; 
Sundial shoes — Hey ! 
Why not buy a pair: Srnrdial shoe>. 
"Sister. Oh Sister. 
W'hen you're in the ,-tore say. 

'Mister. 
1 want good lit so I'll tr\ 
A Bonnie Laddie Sundial Shoe.' 
It's true, they'll look so nice on \ ou. ' 
{F lease liirn to paf^c 82 i 



Why Sundial settled on spot radio 

I. The flexihililY of spot radio pennilled Sundial 

to pinpoint, advertising, hit only those coniinn nities in which 

it had sales outlets. 



2. IVith the sale of children's shoes hnlliing heavily in 

two five-week periods, Snndial used saturation campaigns during 

these periods, considerably lighter the rest of the year. 



li. Using open-end transcriptions gave local dealers a chance 
to tie in and closely associate themselves with the product. 

I. Giveaways, which worked successfully in previous Tl 
campaign, will l)e added to upcoming radio saturation 
to build store traffic. 



5. Dollar for dollar, spot radio gave Sundial more intensity, 
repetition, and sales punch than any other medium. 
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§ SPO]\SOR survey indicates 



near-record spending for multiple set, out-o£-Iionie, other research 



^5^11 industrial anahst once wrote: 
"\ ou can measure the vitality of an 
industr) by the amount of research 
going on in it. Nothing rej)lenishes the 
\igor of an industry as nmrh as the 
fodder that comes from a persistent 
program of research, whether it he in 
the lahoratorv or in the pursuit of 
factual data. ' 

This observation has an especialh 
a|)t significrnce for radio as the me- 
dium moves into 1953. A survey con- 
ducted by SPONSOF{ brought out plenty 
of evidence that a big job of fact re- 
plenishing will be done for radio dur- 
ing 19.53. 

Intent on learning what the planning 
was for radio research. SPOKSOR can- 



vas-ed research firms, the networks, 
station reps, and radio promotion or- 
ganizations. Key point emerging from 
this inquiry: The fact finders are not 
only geared to furnish radio with 
masses of material but they are seri- 
ousl) concentrating on doing some- 
thing to clear up many of the mistakes, 
inadequacies, and confusion that have 
accumulated in radio research over the 
)'ea rs. 

The survey disclosed that the field 
of radio research had singled out these 
objectives for prime attention: 



reseesB'ch 



Six hifi |'(f('{-f iiidiitf/ |irojee<.v slateil for lf)^3 

1. Oui'»i'hoiue lisieitiitfi: BAB and Pulse are putting lot 
of work into counting car radios, measuring their use 

2. Chevhinti jmiry vs. rcidio use: ARB is adding to its 
techniques for matching purchases with family listening 



!$. I}Sultiple set listeuiuy: Most rating services agree it 
is imperative to measure all listening in the home; 
some are studying ways to implement the technique 

I. JLi.vd'iiiiif/ «< iiifflil ill TV homes: MIC, BAB are chart- 
ing radio attention as compared to TV, newspapers, magazines 



it. Probiutf the rciiiuff serriees: 4RF seeks to reduce the 
conjusion from different rating techniques by "putting 
yardstick to reasons'^ and evaluating shortcomings 



ft. Sales etSeeiiveness at store eotintor: BAB will add 
drug chains to ARB! studies on radio vs. newspapers 



Jill ir:i iiii 



I- Implement the techniques for 
counting multiple-set and out-of-home 
listening so that the advertiser will be- 
come aware of the full dimensions of 
the radio audience. 

2. Reduce the complications created 
by the various rating systems to the 
point where the advertiser can better 
evaluate radio's true power of pene- 
tration and listening picture. 

^- Chart the listening pattern of ra- 
dio in TV homes at night in order that 
the buyer will have a keener concep- 
tion of how radio rates as an attention 
getter in comparison with TV, news- 
papers, and magazines. 

Expand to a major degree the use 
of the Advertising Research Bureau 
Inc. (ARBI) method of measuring 
sales effectiveness as between radio 
and newspapers at the point-of-sale. 

•'»• Document, on the basis of the 
latest circulation coverage figures, the 
concept that a radio network can over 
a period of weeks deliver enough un- 
duplicatcd homes to make it virtually 
a "must" for an advertiser to supplant 
his TV network operations with a ra- 
dio buy. 

fi- Make a qualitative study into the 
influence dimensions of radio, deter- 
mining how deeply the medium influ- 
ences how nian\ people in their buying 
and other habits. 

Judging from the scope and the mul- 
tiplicit) of the projects reported either 
a[)proved or on the drawing boards, it 
could be one of the top money years 
for radio research. Quite obvious is 
the fact that the two points which 
independent research organizations are 
focusing their developing efforts in- 
volve research gaps that have incurred 
great resentment from the radio indus- 
try: (1) failure to measure listening 
outside the living room; (2) treating 

(Please turn to page 79) 
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A^MiJF siii4ltj nt4if^ hriii€j t^nd i€P r€Biintj nttuliti^^ in 10*13 



Rei^orJed as one of llie most amhilious allempls by an inde- 
pendcn.l media group to find out what ntu'.es a specific 
facet of research tick is the present undertaking of the 
American Research Foundation to probe rating services. 
Supporters of this pilot study feel that it can go a long uay 
touard minimizing the confusion among advertisers over 



the difjerenees in ratings and toward reducing all basic 
rating methods to some common denominator. The four 
eominittees' chores are split up along the lines of observing 
hoiv the services operate in the field, analyzing rating data, 
and projecting the "ideal" system. They are hopeful of ob- 
taining close cooperation of rating services in this project. 




Foundation's "seal of approval" 



COMMITTEE ON RADIO AND TV 
RATING METHODS PROJECT 

E. ij. Deehitttfor (Chtiiriiuiu) Biow 

TetUltg Andet'smt B3SDO 

Huifh iW. Bcrille NBC 

iiurper Curralue CSSS Rudio 

WuUave T. IPvew . . . Bvist«»l-Myeps 
Gttrtloii A. Uittfhvs . . . fienorul i}lills 

J. Jutnes Nvtile D-F-S 

Richurd J. PuSi MBS 

Oliver E. Trcijz ABC 

«. Maxict'U Vie K&E 




Edgar Kobalt, who sparked study 



FOUR WORKING COMMITTEES 



hi standards and meth- 
ods of rating services 



To iuspeet reseaveb praC' 
tiees of rating services 



To analyze ilata issnetl htf 
fni'ioii.v rating services 



On specific rating prob- 
lems and rating methods 



G. Maxivell Vie (Chm.) 
K&E 

E. L. Deckinger, fiintc 
Gordon A. Hughes, Gen- 
eral Mills 
Oliver E. Treyz, ABC 



G. Maxwell Ule 



G. Scowcro/t (Chm.) 

Campbell Soup 
Teddy Anderson, BBDO 
Harper Carmine, CBS 

Radio 
E. L. Deckinger, Biow 
I\orninn Glenn, 

DCSS 
Hal Miller, Biow 
Samuel Thuru, Y&R 

Gordon Scowcrott 



E. L. Deckinger (Chm.) 
Biow 

Wallace T. Drew, 
Bristol-Meyers 
Howard Kuliii. Compton 
Richard J. Puff, MBS 
Bernard Shernk. K&E 



E. Lawrence Decltinger 



Harry Wolfe (Chm.) 
Colgati- 

Hugh M. Berillc, MIC 
E. L. Deckinger, Biow 
J. James AV n/r, D-F-S 



Harry Wolfe 



How to demonstrate a girdle on Tl' 



S:iroii$>' firm iisoci triek |ilioto;;>'r«i|ilay to show i>'ircllo boiiisj; worn by 
live iiioclol without iiicloeoroiis oxposuro. Moral: Thoro's a toehiiiqiic for 
making' almost any |iroclnet inoffensive if yon find the ri^iit approacli 



.m. lie girdir thai walks and won I 
ride up. " is llie 1. !\e\vinan Sons. Inc. 
slogan for their Sarong garments, bitl 
tlie company was ha\ ing a hard time 
figuring out a wa\ of demonstrating 
this feature on T^ screens when the\ 
first deeided to enter the medium. Ar- 
thur Daly, free-lance 7V council for 
the company, and Harold M. i\fil( hell, 
agency for Sarong girdles, checketl the 
nets for acceptability of girdle cop\ 
and found themselves in a xpiee/.e. 
The reaction from the four nets had 
one point in commou: They were all 
unalterably opposed to showing su!-h 
an intimate garment on a live model. 

Discouraged, hut undefeated. Art 
Daly reported ba<-k to Harold Mitchell, 
who in turn called Paul Allej . TV film 
( onnnercial producer, John Lewis and 
Irving Geiss, two of Paul y\lley"s staff- 
ers, into a huddle. Cameraman George 
Karger finally came up willi an idea 
whi( h solved the problem. "Dress the 
model up in jet black leotards and 
lighls,"' he suggested. The girdle, 
which she was to wear over this outfit, 
was treated with phosphor, and the 
scene, showing the model walking, 
twirling, bending, was then photo- 
graphed under a black light jjrocess. 
Result: The commercial showed the 
girdle in acticm on a live model -but. 
without showing the mofhd. 

The film, wliich is to be aired l)\ 
department store outlets b)r Sarong 
girdles on a co-oj) basis, has three dif- 
terent inlroduclions: One shows a airl 



shows her walking with a dog |)ulling 
at the leash: a third shows her swing- 
ing a golf cbib all three un(|uesllon- 
ahly "action" inti ()du<-tions. proving 
that Sarong girdles do not hamper the 
wearer. The \()ice-o\er c()mm(>nlator 
then mentions the criss-cross feature of 
the garment that makes this ease of 
movement possible, and on the screen 
the audience sees llie |)hosphorescenl 



girdle repealing the actions pve\ ionsK 
demonstrated b) tlie clotlied model. 

These films, whicli were scheduled 
for completion during the first week 
in Januar). are axailable to depart- 
ment stores on a <-o-op basis covering 
up to V( of |)re\ious year s sales. 
That is. if a particular Sarong outlet 
decides to put up to 4% of its last 
> ear's sales into a TV budget, the \ew- 
man Co. will then bear half the cost, 
fwent) seconds in length, the films 
conclude with a ]()-second open end 
for the store's own identification eop\ . 

With distribution in about half the 
nation, the compan\ plans to advertise 
in 7() markets this spring. I ntil their 
re< enl decision to |)lunge into spot T\ . 



th 



irm and its aaen<'\ h 



ad 



concen- 



trated on newspaper advertising, witli 
particular emphasis on Sundav sup|)le- 



c o 



e r c i a I s 



ments. Their slogan — "1 he girdle that 
walks and won t ride up" introduced 
the n(n\ Sarong line \ ia the black-and- 
wliite medium some two years ago. 
stressing the criss-cross manner in 
which the garment is cut. This feature 
suggested the name of the line. From 
a .S:i,0()() advertising budget in 1950. 
''arong has grcjwii to a (piarter-million 
dollar bah) in advertising ex|)enditure 
planned for IOS'5. This budget will be 
s|)lit between news|)aper and television 
advertising in a |)ro|)ortion which de- 
|)(Mids to a large dc^grce ujion the re- 
sponse de|)arlmenl stores thrnughont 
the connlr\ gixc to the co-op TV ofTer. 

.Since girdles are in'itber truK sea- 
sonal nor fashiou-bonnd. the eonnner- 
cials will be timch and usable for 
some three or four \ears, il"s (^xnecled. 
To merchandise them, the agenc) or- 
dered offset slor\ boards which show 
six |)anels of the Saronsi W film. 1 hese 



were distributed to Newman Co. sales- 
men even before the film was complet- 
ed, and sent to stores that carry the 
.Sarong account to encourage their par- 
ticipation in T\ advertising. They have 
also been sent out to TV stations in 
Sarong markets, to encourage the sta- 
tions to approach department stores 
afioul the films. These folders show 
how the slogan and Sarong s eriss-<'ross 
panel salespoint are brought out em- 
phati<'alK in the T\ connnercials. Oth- 
er merchandising of the program in- 
cludes mentions of the films in an ad- 
vertising booklet that is sent to stores 
accompanied by a letter explaining the 
format of the commercial. 

The \ewnian Co., incidentally, uses 
ladio — mainK foreign-language radio 
and radio in \egro markets — for its 
heav) lace corsets, their standard line. 

Designed mainh for particularly fat 
women, these <'orsets can be sold effec- 
ti\eh over |)rograms keyed to special 
audiences. 

IS'vtii'ork «i((i(ii«lc toicartls ffir- 
flli's: Xot the only girdle account ever 
to plan on TY. .Sarong nexertbeless 
stands out as the most original han- 
dling to date of the live-model prob- 
lem. Among other methods that have 
lieen suggested 1)\ the industry to net- 
work continuit) -acceptance heads in 
th(^ past are such devices as silhouette 
eut-aw'a\s, animation, (hunonstration of 
the article as it is taken out of the 
package without it ever being seen on 
a model, or. finalK. a girdle shown on 
a duuun) form. 

Stockton Hellfrick. \BC continuitv 
acceptance director, leealls a proposed 
handling of girdle commercials that 
was submitted b\ International Latex 
a year or so ago. Thew too. used a 
model clothed in black tights: over 
her form, an artist had drawn onto 
the film a white dotted line showing 
iPleu.se turn to pap:e 77) 
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SUtryboai'tl of Stirony^s Hve-tietUtu filiii shows httw "black liyht" tloos Ihe trtvU 



. Film is (lone with live moilel; iiilru stresses action 2. Dancinp; above emphasizes Sarong slogan, ease of movement 




{. Close-up of girl in tight evening dress points up girdle line 4. Girl dissolves through black light leaving girdle disembodied 



I 





nUDE MM 

THE GIRDLE THAT WALKS AND WON'T RIDE UP 

\{ STORE ^.NAiyiE 



». Girdle freezes in ad position against dark backdrop (t. Sarong logo appears tvith name of store sponsoring ad 



Wlial; 0m\ sponsorship d 

Convention anil ESoetion Nigiit advertisers aideil competitors' sj 
readied trenaendoiis radio-TV audiences, achieved strong' lirj 



^/^dmeii lauk. as one of tlie greatest 
concentrated promotion campaigns in 
recent time^ the radio-TV spoiisorsliip 
of tlie 1952 Presidential conventions 
and Election Night returns by three 
i>ig appliance firms — Admiral. F'hilco, 
and Westinghoiise. 

Great interest has been evinced in 
the advertising field as to what could 
have been the results from this cam- 



served lo lilt the entire appliance in- 
dustry out of its customary summer 
slump. 

Promotion: The three firms agree 
that the) got a brand identity impact 
which will endure for a long time. 
Also, never before have so many peo- 
ple been saturated with consciousness 



paign in terms of ( 1) sales and (2) CCSSC hlstOrV 



audiences garnered by this incompara- 
bly expensive tieup with public interest 
programing ( it cost the sponsors and 
networks involved about $12 million ). 
SPONSOR explored both these facets and 
here are the highlights of what has 
been discovered: 

.Sale.-,: The three-network sponsor- 
ship not only sparked sales in a big 
wa^ for the three companies but it 



of what products the electric appliance 
manufacturer offers. 

Audience: Mne out of every 10 
radio and "fV homes tuned in to the 
convention at one time or another. TV 
\ iewiiig was greater in terms of gros.s 
home-hours than radio listening. On 
the a\erage. TV sets were tuned in to 



the conventions for three hours a day; 
radio-only homes were tuned in about 
half that time. No complete picture of 
Election Night audiences is yet avail- 
able, but the data at hand does show 
that nine out of 10 TV homes tuned in 
that night. 

I- Retrospection: The appliance trio 
think it was astute of them to pick up 
the full tab on their respective net- 
\vorks for both convention and elec- 
tion returns coverage rather than to 
have let other advertisers join them in 
participation sponsorship. Nor do they 
think it was a mistake to have covered 
every minute of the convention, dull 
spots included. 

tteinn-t «ii sales: Probably the out- 
standing sales result of the conventions 
was the effect on the normal suimner 



PERCENT OF TV HOMES REACHED BY ALL NETWORKS ON ELECTION NIGHT WAS NEARLY AS GREAT AS CONVENTION FIGURE 
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MILLION J 'J.^« l« IU:30 II 11:30 Mid 12:30 I 1:30 2; 
TV HOMES 

\BC's Kallcnborn. at left in pirtnrc, tiiies election r\ 
I'In'Ico audience, reportedly the higpicst of all TV netwon 
nhoi e shows total homes reached on all TV networks by '| 

SPONSOR 
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It veil as own, 
t titifieatioii 



slump ill aj)j)liaiice sales. There wasn't 
any. Westiiighoiise A<'C(»unt Executive 
Bill Ritenbaugh of Ketclium, MacLeod, 
and Grove told SPONSOK flatly that 
this 'Van be accredited to the tremen- 
dous political campaign package." 
(Westinghouse also sponsored 13 
weeks of Pick the Winner on CBS T\'^ 
and UuMont, | Admiral sold more re- 
frigerators during the Democratic 
Convention than an) previous week 
during the year. (July 19.^1 was one 
of the worst months of the year for 
refrigerator sales so far as the industry 
as a whole was concerned.) 

Philco rejjorted such success in sell- 
ing radios, TV sets, and air condition- 
ers that in the case of the first two. 
allocations were resumed, and, in the 
case of the latter, commercials were 
removed during the Democratic Con- 
vention. Summer months are. of 
course, good months for air condition- 
ers but Philco did not expect the huge 
demand that develojjed. 

John Gilligan, Philco vice president 
in charge of advertising, said: "Ordi- 
narily, the radio-television industry 
suffers from a slinnp in sales during 
the summer months. This )'ear, he- 
cause of the political broadcasts, this 
slump did not occur. On the contrary, 
sales advanced sharply. From the first 
of July to the end of the year, Philco 
television receiver shipments to dis- 
tributors were on an allocation basi«. 

"At the conventions, I'hilco intro- 
duced a new multi-wave radio. It had 
been expected that sales would increase 
gradually as the public became ac- 
quainted with these new sets. On the 
contrary, the sales response was in- 
stantaneou*; existing stocks had to be 
put on allocation to Philco customers." 

Even competitors of the three ap- 
pliance sponsors aareed that the politi- 
cal sponsorship deli\ ered a heavy sales 
wallop. Said a sales executive from 
one of the largest appliance firms: 
"The conventions did a terrific job for 
(Please turn to page 60) 
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Listening-viewing totals of the political conventions 
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W86,000^ 



3f,&7S,0<?O 



957., 



8,77 6,000 



TV homes 
reached by 
TV & radio 



Ml 



TV homes 
reached 
by radio 




91.5% 



Radio &. 
radio-TV 
homes reached 
by radio 



Radio & 
radio-TV 

homes reached 
by radio & TV 



Figures irntide bars rejer to jjcnenlage oj homes reached within each homes category. Bar on 
extreme right shou s that more than nine out oi 10 radio and TV homes tuned to com entions 



AveaHtge tune'hi lioiirs pov home reuchcul 



20 



10 




HOURS 



TV homes 
reached by 
TV & radio 



TV homes 
reached 
by radio 



Radio & 
radio-TV 
homes reached 
by radio 



Radio-only 
homes 
reached 



Radio & 
radio-TV 
homes reached 
by radio & TV 



As in chart above, greater coni^ention interest among TV homes is shown. To sponsor, these 
figures indicate higher relative exposure to commercials in TV homes than in radio-only homes 



3. 



Total tuite-iit Iihhvs for all homes 



noo 



837,000,000 




MILLION 
HOME-HRS. 



TV homes 
reached by 
TV & radio 



TV homes 
reached 
by radio 



Radio & 
radio-TV 
homes reached 
by radio 



Radio-only 
homes 
reached 



Radio & 
radio- TV 
homes reached 
by radio & TV 



This chart is result of multifjtying homes figure in Chart \o. 1 bv corresponding figures in 
Chart No. 2. Figures indicate greater gross tune-in time in Tl homes than radio-only homes 



SOURCE; A. r. Nielsun Co. 




Why radio is slroDg 
in Hawaiian Islands 



Isolation, polyglot popiilntioii make air tops 



lA'ilchiui ( U ictith of LchiKi Blossoms ) 
lU'ilier tvpi/ifi IhiwaiPs iiolyiilol {top. 
Star radio, T\ , iind lliiwdiinn Room 
(A.K.) hull! (Ifuucr, she's quarter llawaiidn 
rest FreiK li-Eni;Jish-(,eniiini 



awaii is enjo\ing its grealcsl liot)in 
in liislnry and only radio covers all 
the islands. Those are the two farts 
that cropped up repeatedly in spon- 
sor's detailed surve\ of Hawaiian sta- 
tions, reps, sponsors, and agencies. 

All three of Hawaii's major indus- 
tries are enjoying record prosperity : 
( 1 I sugar, which means $l.S6.()00i)6() 
a \ear: (2 1 pineapples, which mean 
S10(),()( 10.000. and (3| tourists, who 
mean 10 million. 

Aufl the onK medium that rovers 
all the 20 islands I nine inhabited I 
scattered over 400 miles of blue Pacific 
. . . the 1()3.325 inhabitants divided 
into six main linguistic grou|)s and 
many lesser ones, is radio. 

For exanijile. the biggest paper in 
the territory, the Honolulu Star-Bulle- 
tin, has a circulation of 76.713. Ikit 
there are 122.370 homes, nearly half 
a million people. Magazine circulation 
is low b(canse of time, language, and 
(!istaiK-e barriers. Onh radio gi\es 
blanket co\erage- 110.000 of these 
122.000 Inunes, or all but 3.000. 

T\ alread) has added a new element 
to the picture. lUit at ) ear-end onh 
f).9()() Honolulu homes had TV. The 
two stations there went on tlie air with- 
in two weeks of each other in \o\ eni- 
ber and December. '\ \ distributors sa\ 
there will be 20.000 sets b\ 1 March 
and 10.000 by 1 June. In any case, 
broadcasting both radio and TV- - 
will remain the logical way to reach 
Hawaii's scattered population. 

\\'h\ shoidd the market interest 
maiidarni ad\ ertisers? 

.>f<irl%<'( .MiKiff but vtrh: {"in Hoi- 
linger, manager of the Inter-lsland 
N^etwork and v. p. of the Hawaiian As- 
sociation of Radio & TV Broadcasters. 
sa)s: "Most jjeoplc kiu)w so little 
about Hawaii that ad executives (juite 
franklv label it America's 'nnster\ 



market.' " He points out these facts: 

Hawaii, fondly called "the 49th 
state ' b)' its residents, is larger in area 
than several of the continental 48: 
Hawaii, 6.454 square miles; ("onnecti- 
eut. .3.009 square miles: Delaware, 
2.037 square miles: Rhode Island, 
1.214 stjuare miles. 

Hawaii's half-million population, 
spread over 400 miles in a string of 
four major islands, is greater than that 
of four other states: Nevada. 66% 
^^maller: Wvoming. S'tVi smaller; 
Delaware. 32' * smaller: Vermont, 
20 S smaller. 




•i- Hawaii's gross business in 1951 
was S1.367.()0().0()0. Retail sales were 
.s522.000.00(). Total payroll was S476.- 
OOO.OOO. Hawaii's < itizens paid move 
lederal taxes than those of 12 other 
states. The\ imported $;dOO.!t31.000 
worth of connnfidities. 95' f of it from 
the I .S. mainlainl. FamiK income 
territorial!) is a high ?^3.0o6 while for 
Honolulu families. S6,7()6. Islanders are 
America's eatingest people, spending 
more food dollars per famih tlian any 
of the 1() states, and they buy more 
general merchandise per famil) than 
any of the states except Illinois. 

The City of Honolulu, one of the 
world's most isolated metropolises, is 
comparable in market size with Ro- 
chester. N. Y.. San Diego, Toledo. Fort 
W^orth. or St. I'aul. Its elTecti\e in- 
come per famil) is ninth highest of 
200 leadiim cities, and it is America's 
2()th cit\ in famil) income. 

Half of Hawaii's population lives in 
Honolulu, and almost 70'f of it on the 
Island of Oahu. in Honolulu County. 
A smaller similar concentration of 
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Hawdiian stttions inerchaiidise beavilv as shot oj Kl LA exhibit 
fhows. Most stations program in several languages besides English 



we 





STARTING TOMORROW MORNING '■isten for Smilin' Ed'« friends: 
hear the new FROGGY, lire nrr/n/ii/ 

SQUEAKIE, the mo„sr 

GRANDY, ilir iiiiiiio 

wond«rfwl tongl, »lort«f ond joh**, wtlh yftwr fn*ndt MIDNIGHT ( 
Smilin' Ed. ond th« Bw>l*r Rfown Cong ' 

Presented by The Smart Shoe Shop 



BUSTER BROWN SHOW 




EVERY SATUItOAY MORNING 
8 o'clock (760 on your <jial) 



KGU 



KGC, owned by Honolulu Advertiser, adv('rti<;es otrn programs. 
Hawaiian radio offers sponsors unique opporlu/iily for big coverage 



population is in the Tcrritor\'s second 
cit), Hiio, oil the "Big Islantl" of Ha- 
waii. Here are liow the four main 
islands and their principal cities rank: 



Islntul 
Oahu 
Hawaii 

Maui (comity) 
Kauai (lounty) 



.•i25,797 
ti-l ,0(M 
■l'),9:!7 
29,288 



City 
Honolulu 
llilo 
Wailuku 
Liliue 



Pop. 

2:i2.553 
25. .')■).") 

1.251 



There are 135,000 autoniohile regis- 
trations in Hawaii, as well as 120.000 
phones. 

Hawaii's economy is strengthened 
greatly by two outside sources of in- 
come. Uncle Sam spends S150 million 
in the Territory annually and stations 
thousands of men in Hawaii's dozen 
vast military installations, since it is 
America's niid-Pacific defense bulwark. 
And as a renowned tourist paradise, 
the Islands attract over 50.000 visitors 
yearly. They spent $40 million in 1951, 

6. With temperatures rarely vary ing 
from the 70's, Hawaii is an outstand- 
ing market for casual clothing, sjiorts 
equipment and attire, automobiles, 
foodstuffs, and beer, but a poor mar- 
ket for hot cereals, heating e(juipmeiit. 
furs, pajamas, hosiery^ blankets, or 
anti-freeze. 

7. Hawaii's polyglot population has 
long been an adman's headache. It 
consists of the following (as estimated 
for 1 July 1952 by the Territory's Bu- 
reau of Health Statistics) : 



Race 
Japanese 
Hawaiian 
Caucasian 
Filipino 
Chinese 
Other* 
All races 



Ferceiil 
40.C 
19.7 
14.7 
13.5 
6.9 
4.C 
100.0 



Pop. 
188,872 
91,601 
68,600 
62,777 
32.052 
21.423 
465.325 

•Iiuludfs Puerto Riiaii, Korean, ,Ncgro, Sanioan. 

"Radio far outranks newspapers in 
surmounting language barriers," Ilol- 
linger says, "and with the Islands 
spread over so many miles of the Pa- 
cific, it's a whole lot easier to deliver 

12 JANUARY 1953 



a railio signal than to (leli\er a news- 
paper." 

ESad'iO ill fficicnii: Hawaii has 12 
stations: six in Honolulu, one in Wai- 
pahu. Honolulu County ; three in Hilu; 
one in W^ailuku, Maui, aufl one in 
Lihue, Kauai. 

rhe five principal radio stations in 
Honolulu claim they're beard in all 
parts of the Islands except the citv of 
llilo and that additional jiortion of the 
"Big Island'' (Hawaii Island) that lies 
in the shadow of two tov\eriiig volcanic 
mountains, Mauna Kea and iNlauna 
Loa, each just under 14,000 feet. But 
KMVl, in WailukiK and KTOH, in 
Libue 



claim 



greater popularity on 



their liomc islands and uilcr sui'\cys 
to prove it. ( Ihnsaii Island is 225 miles 
iiom Honolulu: Maui Island is 95 
miles away, and Kauai Island, 110 
miles. ) 

In any case you can't co\er Hilo 
ironi Honolulu, and the sponsor who 
depends on one station to blanket the 
Hawaiian Islands is going to lose out. 

Hawaii's isolation limits entertain- 
ment variety I it's 2.000 miles from the 
mainland). And billboards are not 
permitted. So radio has extremely high 
lislenership and is an advertising must 
with anyone trying to sell consumer 
goods there. In fact the Clark 1951 
survey showed 44.7'"'? of the sets to 
be in use evenings, whi<'h is 6-7' f bei- 



riiiiniii Iji I III! ''iiii Ml 
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Tips on sclUttfi rich Huwuiiau marhi'i 

1. Reiiieinber llial 85.3' r of Haiiaii's jxij). is non-Caucasian ; 
40.6% is Japanese. 

2. You cover half of Hawaii if you cover Honolulu (232.553 pop. out oj 
465,325). But clonal try to gel that other half with one station. 

♦I. Hawaii is 2/9 size of Puerto Rico in pop. hut its 1951 relail sales 
of $522 niillion easily exceeded P.R.'s $37() million.* 

4. ,Vo billboards permitted in Hawaii, so forget outdoor. 

5. Hawaii's 3 leading "industries'" are sugar, pineapples, niid tourists. 
Latter are lucrative market for luxury goods. 

(t. Hawaii is sports-mad . High school football for example will draw 
25.000 to Honolulu Stadium. Sportcasts get high ratings. 

7. Japanese- and Filipino-language programs enjoy great popularity. 
All but one station urge sponsors to use them. 

U. Most mainland network shows are taped. Soap operas are as 
popular here as at home. ''Anything good goes. ' 

ti. Don't depend overly on surveys and ratings. They're jew and far 
between, dated, and conflicting. 

10. ] ear-' round teniperalure almost never varies from 70-77 . ' 
So doiVI ship any overcoats. 



'"Sales Maiiat'eiiu'iil" estimate. 
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ficfivcfii hits 12 t'Cfclio. 2 TV stutimis for 500,000 people 

(Languages used: English, Japanese, Filipino. Hawaiian, some Chinese, Korean, Spanish, Samoan) 



STATION ! ADDRESS I OWNER 

i 





ffoiioliilii 


Hawaiian Bcstng. System 


KfiV 


If Oliollllll 


Advertiser Pub. Co. 


KlfOA't 


If oiioliilii 


Aloha Bcstng. Co. 


KIKI 


If oiioliilii 


KIKI, Ltd. 


KPOAt 


ffoiioliilii 


Island Bcstng. Co. 




oiioliilii 


Pacific Frontier Bcstng. 


KAIIl! 


IVriipnIiii 


Rural Bcstng. Co. 




( Ihmoliilii County) 






ffilo 


Hawaiian Bcstng. System 




(llnnuii County) 




KIL/lt 


ffilo 


Island Bcstng. Co. 




(llannii County) 




KIP At 


llilo 


Big Island Bcstng. Co. 




(Hawaii County) 






IVriiliiK'ii 


Maui Pub. Co. 




(Mniii County) 




KTOIft 




Garden Island Pub. Co. 




(Kauai County) 




KGIilK- 


Honolulu 


Hawaiian Bcstng. System 


TV 




KOiV4 


ffoiioliilii 


Radio Honolulu, Ltd. 


(TV) 







"Ctmibination rales. For KGMB only ilcdurt : 
tAloha Nr-twoik— KH'A. KTOH. KHOX KMV). 
tinter- Island Nttwoik— KPOA. KILA. $lj() 1 hr. 



RATES 



NETWORK 


WATTS 


KC 


1 hr & 50 words 
Class A, 1 time 


REP 


CBS 


5000 


590 


$l65-$24 (20 sec) 
with KHBC 


Free & l*eters 


NBC 


2500 


760 


$II2.50-$I5 (30 
sec) 


Katz 




5000 


1380 


$1 10-$ 13.75 


IV. S. a rant 




250 


860 


$71.8246.41 (30 
sec) 


Tracti jifoore 
IVe.sf. ftodio 



Ssiles 



Don Lee 
MBS 


5000 


630 


$135-$ 15 


ffolliiif/bcri/ 


ABC 


10000 


690 


$l50-$20 


,4. J. I'oiiJif/ 




1000 


920 


$22-$6 


^Y. ItuUlicU 


CBS 


1000 


970 


$l65-$24 (20 sec) 


Free & Peters 








with KGMB 




Don Lee 


1000 


850 


$40-$5.35 


ffolliiiybery 


MBS 












1000 


1 1 10 


$65-$6.50 


W. S. Crattt 




1000 


550 


$72-$8.IO 


W. S. a rant 




250 


1490 


$60-$7.50 


W. S. a rant 


CBS 


500 


Channel 9 


$I50-$I5 (10 sec) 


Free & Peters 


Du Mont 


5000 


Channel 1 1 


$l50-$i5 (10 sec) 


Forjtte 



for KllBC only deduct 75^^. 
:*2iin 1 hr Class A time, $:!5 for 50 words (1 time). 
$20 tor r.o-worj cliainbieak Class A (1 time). 



.1 II i" li'il li'' 



III 



ii;ri 



iiiiiiiiiiiiii(iiiiii(iiiiiii(iiiiiiiiiiiiiiiiiiiiiiii((iiiiiiiiiiiii;iiiiii 



ffdiraiinii lYfnrfccr at a (ilnnee 

(Market is bigger than Puerto Rico which has 
^Vi times the pop.) 



MARKET DATA 

Pop.— 465,325 (tOJ:% Japanese) 

Honolulu only _ 2't2.i>.7.*t 

Gross business 1951 $ I ,:tft7 ,,197 ,2SS 

Retail sales 1951 . 8.122,-1,7 1 ,«« 1 

Total payroll 1951 $ l7(tM7:t,2 i:t 
1951 commodity im- 
ports (95% from 

U.S. mainland) SW0,8:tl MOO 

Territory family in- 
come . 

Honolulu family in- 
come 



Radio stations 

TV stations 

Radio homes 

TV homes 

Total homes 



RADIO & TV DATA 
f2 

1 1 U. 000 
... ft.'JOO 

._. r»2,:t70 



SOURCES: Territorial Tax rominissloncr. SIl&D's Consumer 
Markets 19"i2-.13. Salei Mana^i nicnfs .Survey of liuylnK Power, 
L'dilor & Puldlslier's llarkot CuMo. 



ter than the highest luainlaiul figure 
for the rtvord year of 194!>. (See 
SPONSOR 14 July 19.52. page \QV>.) 

The hroadcast day starts early in 
Hawaii. With pineapple and sugar 
plantation men starting to work at 
6:00 a.m. and with hanks, stores, and 
hnsiness odices opening at o:00 a.m., 
early-morning radio is i>eak-audicnce 
radio in the Islands. Over a third of 
Hawaii's radio is in use at 7:00 a.m. 
And more sets are in use from 5:iF) to 
6:00 a.m. than there are in the usual 
mainland peak morning strip of 11:13 
to 12 noon. 

Like people in maiidand rural dis- 
tri< ls. Hawaiiaiis go to hcd early. By 
10:30 p.m. only 7.4'/'' of ^ets are in use. 

Hawaii is sports-mad as the alteiid- 
aner figures at sports events and rat- 
ings of sp<)rlst:asts pro\e. High s<diool 
foolhall draws 20.000 to 2S.000 fans 
to nianimoth Houoliihi Stadium. Most 
local sports tnents are hroadcast. not 
only those in Honolulu hut throughout 
tlie Islands. l!e-crf;ations of Major 
League hasehall and pro foothall gani(!s 
art! higldy popular, hasehnll especially 



hecause it is not only America s but 
Japan's national sport as well. 

Most Hawaiian stations emphasize 
that although Hawaii's predominant 
Oriental population is intensely Amer- 
ican in its thinking and buying habits, 
Japanese and Filipino-language pro- 
grams enjoy considerable local sup- 
port. The stations programing hea\ ily 
in Ja])anese, like Hollinger's KPOA, 
<[uote siir\'eys to show that of 
afternoon listeners tune to Japanese- 
language ]3rogranis. Since W^r of Ha- 
waii's population is Japanese, this 
would mean that almost 90'^f of the 
Japanese listeners tune to Japanese 
daytime shows. 

KGMB. however, (]uotes the Clark 
survey to show that foreign-language 
programs not only don't have nearly 
as high listenership as general Eng- 
lish-language programs hut that the 
majorit) of those speaking a foreign 
tongue don't listen to them. 

Uatings are few. outdated, or con- 
flicting. J'he last and only Hooper tele- 
]ihone sur\ ey was made in ]950. co\'er- 
{ Please lunt In pnge 54) 
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Conimcrdal couplets for 1 

. . . or the '''^elirwiioiiicirie cliche'' and how il can 

put copywriters in the mood for tiie new year 



J^hcse verses were wrillen by Lloyd Smith- 
son. V.J), of the Ciiicninati agency. Stiiithson, 
Wyniaii & Withenbery, Inc. Why, you may 
ask. It seems to Sinilbson that around the 
start of each year copywriters are given to 
"seething with weird creative frenzy, pound- 



nrink OLD CULORETrE in '53— 
Get stinko inoffensively I 

Sleep, deep, at SNOW CREST CEMFTRY- 
Oiir plot's the spot for fifty-three. 

Have fun in bed in '53 

With WILCO's OVERHEAD TV! 

Kelieve excess acidity — 
Buy BUMS to soothe in '53. 

nrink BURFS FINE BEER in '53— 
Enjoy it's two-way luxury! 

liisten to Fibber and Molly McGee 
Throughout nineteen-aught -fifty-three. 

Take RALUGER in '53— 

It's regular spelled backwardly! 

For deep down, filtered ecstasy, 
Light up with PUNKS in '53! 

Stay NILL'S HOTEL in fifty-three^ 
JVe do your dirty laundry free. 

Verfume thyself with COME TO ME, 
And beat 'em off in '53! 

nrink ANCIENT AGUE in '53— 
Shake off hangovers eaMly! 

K^eep throat and nasal passage free — 
Take SNIFFELS DROPS in '53— 



ing out reams of rhyme in which they link 
the new year with products being advertised 
— achieving a form of commercial conpbit 
which is best described as the 'chronometric 
couplet'." For copywriters who may he 
groping for ideas here are s<jme suggestions: 



Stop counting slieej) in '53 — • 
Drop off to sleep with OVALTEA! 

tjet Fido grow up healthfully — 
Get VITA-BONE in '53! 

Kegain his love in '53 — 
Remove those moles with Z-B-T! 

Point up your personality — ■ 
Wear BEAUTY -BRA in "53! 

fjujoy a wartless '53 — 

Use SERPO'S SNAKE OIL faithfully! 

^take pimples, blackheads, wrinkles flee! 
Use MUD-PAK—new in '53! 

Wear STILT-STYLE SHOES in '53, 
And you can be as tall as slie! 

U.se SCRAI'O BLADES in '53! 
With each pack, styptic pencil free! 

^^'ear SNOB LEIGH FURS in '53! 
With every mink, a pedigree! 

Wear ATLAS SUITS in '53— 
Deluxe, "built-in'' anatomy! 

Avoid dry scalp in *53 

Massage your dome with DANDEREE! 

Just keep in touch — we've plenty more 

For use in Nineteen-Fifty-Four! ★ ★ * 



Bjl. 
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™f , message item out sjfonsot 
..and now a message 



by Bob Foreman 



I 



lutslied tones hy the more -eilale 
n^einlters of tlie group. Wlieii we 
look hack on wlial was ly|)ical only 
a few years ago, we must adniil 
llial tliis is ])rogress indeed. 

\\1iellier this assimilation was 
die residt of shrewd management 
or luck, 1 can't say, hut anyone 
with even the dinunesl crystal hall 
hefore him could see then ami see 
far more clearly now that tele- 
\ision advertising is hecoming 
more and more the hellwether of 
the agency and the medium hy 
v\hi(?h acconnts are gained and 
.-trengthetied or weakened and 
lost. So actually it was impossihle 
to duck the medium no matter how 
hard the agency would like to have 
done so. 

There's also a service, worlh 
consiilering. that TV has per- 
formed in the largei- agency. For 
ihe younger element, it has pro- 
vided a place in the sun they'd 
never have heen allowed to share 
for another decade and at the same 
time it has shaken loose some of 
the oldei'. over-rijx^ folks who just 
( (Uildn't gel up in th(^ morning to 
lace anything, however exciting 
and advcrtisingly imj)ortanl. 

On the other hand, there are 
many accoiml men who have recog- 
nized Iclcvisioii for what it i> and 
mcnins to oitr hiisiness and have 
lake.n the exira effort and added 
hours necessary to learn ahoul i[. 
It is this gionp which has helped 
make the hig strides needed to 
and win it over, turn a ha^tardized form (»f show 

hiisiness tntii a selling force. 

As for the small agencv, their 
top p(M)})le, management or crea- 
tive or whatevei- th(>y are. have 
had to turn tliein>(dves inside and 
onl lo master the medium them- 
selves, since they were nnahle to 
turn |)e<)|)le loose on it hefore the 



n in an ideal position lo take 
a contrary stand on the following 
pieinise: Television has heconie a 
crushing hnrilen to the ad\ertising 
agency, sending agency overlieail 
up to unsiomachahle heights. 1 
am in this ])osition hecause 1 have 
tio actual facts or halam-e sheets to 
hear out my suspicion that t(de- 
vision is not the hlackamof)r in the 
woodpile ascrihed to it. Thos(^ who 
seem to he most vocal ahoul TV 
upsetting the ai>])le cart, 1 helieve. 
are merely proving that thei"e is 
agencv mismanagemenl as well as 
departmental inahility in their 
shops. 1 am e(pially convinced 
that television potentially is as 
good a money maker for the agen- 
cy as any other medium even if it 
is a hit harder to tame at this early 
date in its life. 

For these leasons I get a hit fed 
to the teeth, heai"ing agetu-y jjeople 
alone and in agency-type groups 
complaining ahoul what television 
is doing to them. I'm quite confi- 
dent that the same helly achers 
were at work (many of them seetn 
old enough) when radio reart^d its 
head, and I wouldn't he a hit sur- 
prised ii a few of them were 
aroLuid, coniplainiug way hack 
wIk^u ham paintings weie replaced 
hy the 2 1-slu>et poster. 

The larger agency with sulhcienl 
|>ersomiel and a suhstanlial enough 
hank accoimt has heen ahle to in- 
vest in tfdevision for the past five 
\cars, traitiing its(df lo meet the 



new medi 

'llios(> who went al this, knowing 
the investnuMit woidd pa\ off. are 
today well (Mpiippcd to take TV in 
stride. In many shops tlie tele- 
vision operation and its denizens 
are no! even considered spoj-ts to- 
da\' and thus rcdegated lo some 
distant floor and discussed in 



billing warranted it. Today most 
of them have learned that the film- 
ing of advertising copy is the most 
difficult of all agency production 
feats and thus they now know upon 
whom lo rely to help them with 
this. By working closely with film 
producers who the.y'\e discovered 
(an he trusted, they've gotten over 
the roughest |)art of the road. This 
close relationship has taught the 
film peoj)le a lot ahout advertising 
as well as the agency people ahout 
film. The end result is hetter com- 
mercials at lower cost w-ith fewer 
remarks and, of course, sounder 
selling. 

The packaging of i)rograms is 
still hasii'.ally where it was in ra- 
dio — with the independents and 
the networks. The prol)lenis of 
time huying, though made more 
difficult than in radio hy such nu- 
lla pi)y phenomena as the one-chan- 
nel town, are still in the hands of 
the networks and local stations 
and their representatives. 

As for the hilling, I realize a 
lot of TV dollars have come out of 
magazine hudgets and newspapers 
and especially radio. On the other 
hand, advertising hudgets are gen- 
erally higher since television and 
the medium hecause of its eflfec- 
liveness must he partially respon- 
sihle. So I ean't see what all the 
shouting is ahout. TV^ is here. It 
works. It's an agency function. 
And just hecause it isn't easy is 
hardly reason enough to pass 
around the crying towel. 



commercial reviews 



TELEVISION 



SPONSOR: 

AtKN'rv : 

I'HOGH AM : 



Scoff Paper Co. 

J. Walter Thompson, N. Y. C 

"Omnibus" 



I never realized it was possible to be- 
come pompous over the subject of paper 
toweling but the above advertiser has 
achieved this state to an astonishing de- 
gree in the commercial presented on 
Omnibus recently. Starting off with the 
overbearing non sequitur that it is only 
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. V. story board 

column sponsored by one of the lending film producers in television 

S A l( l( A 



NEW YORK: 200 EAST S6TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 



111 ii scries ol (onviiuiii}^ l-niiiuue spots lor liromo Quinine Ciokl 'Idhlcts, 
SARRA uses ingenious photographic distortion to (hainali/e the misery ol 
(old sullereis. "Alter" shots show glorious relief. The strong (ompetitive 
message is delivered with ethital (onvirtion and pittures ol the package are 
aiiimatetl by a blinking name. Produced with (xardner Achertising Company 
lor The Grove Laboratories, Inc. 

SARRA, Inc. 

New York: 200 East 5r>th Street 
Chicago: 16 East Ontario Street 



This scries of 1-niinute spots, created by SARRA lor the Society loi Sa\iiigs 
in the City of Cleveland, is rich with human interest and homey warmth, yet 
does a strong job of institutional selling for the bank and its sei vices. "Prod- 
uct" identification is accomplished elfectively through a photograjih of the 
bank building merging into the bank's seal. It shows the building and slogan 
which sums up the sales impression. Produced thicnigh The Griswold- 



Eslileman (Company. 



SARRA, Inc. 

New York: 200 East 5fith Street 
Chicago: 16 East Ontario Sireei 



A series of 60-seconcl coiiimerc ials lor Gerber P>aby :iii(l funior Eoods aic 
seen on the Kate Smith Hour. They rombine charming li\e-action shots ol 
babies with stop motion and shelf displays of the products. Gerber's tracks- 
mark baby and slogan, plus a logo formed from child's building blocks, 
climax a sales-winning message with strong product identilication. When 
used as spots SA1^.RA'S lldc-o-riginal prints give the same c lear reproduction 
as the master prints. Planned and produced by SAR.1^A under the direction 
cjl D'Arcv Advertising Company for (ierber Products C>)inj)anv. 

SARRA, Inc. 

New York: 200 East olith Street 
Chicago: 16 East Ontario Street 
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111 R. THIRD ST.. CDlOMIDt IS. OVID 




WBNS-TV 

33 North High Street 
Columbus 15, Ohio 

Attention: Mr. Robert Thomas. Sales Manager 



The KoolVent Mystery Theater which is being sponsored by our 
client. The KoolVent Alaminum Awning Company of Columbus, has 
definitely been ^ great success from the sales point of view. 
In fact. Mr. Zajicek of KoolVent tells in© that the program has 
increased their sales two ana a half times 1 

But whtle we're passing along this good news from the client to 
you we'd lll^e to add our own comment on the far above average 
cooperation we have received from your studio personnel in 
handling the show. 

The construction of the set for the show had us worried from the 
start, since we wanted to use a large patio-type aluminuffi awning, 
plus some regular window awnings. But the final result which 
your prop man achieved was a masterpiece which even exceeded our 
hopes. And as the show progresses we have found that every WBNS-TV 
man working with us on the show does his job willingly and 
effectively. 

II has certainly made our Job easier to nork with sales and studio 
people who are always interested in achieving the best possible 
results for the client* 

Cordially, 



William W. Klght 
Vice-President 



WWK:pc 




yey tun see fiie 
liffereHce WBIIS-f¥ 





uibns-tv 



COLUMBUS, OHIO 
CHANNEL 10 



CBS-TV NETWORK • Affiliated with Columbus Dispalch and 
WBNS-AM • General Sales Office: 33 North High Street 
REPRESENTED BY BLAIR TV 



WBNS-TV's produc-;^ 
,tion „, facilities, mmXr ' 

able to all advef- 

'tisersi . were ^ used : to , 
^'design Uh's tVealiitic 
V;,Koolyent . $et; iS'i'^if an 

importahty?,f actor r ip, 

the convincing^ 
.^m ere i a I'V^' « w.ed^ 
' weekly,-by. the. large' 

audience " drawn ^ to 
^.'.Mystery Thedtre,* 

Saturdays at 1 1 P.M. 



fitting and proper a company of such sta- 
ture as Scott be on Omnibus, we are then 
tossed into a market basket containing 
various paper products. 

One of these gets about a half-minute 
ride — in this case, paper toweHng. We 
discover this item is ideal for wiping off 
pots and pans. All during this earth- 
shaking revelation, a voice-over announcer 
pontificates with about the same tone the 
opposition must have used when it read 
the Magna Carta to King John. And 
if these words caused the King to eat 
grass, let me say, the words I heard al- 
most caused me to do the same. 



SPONSOR: 
AGENCY: 



PROGRAM; 

piJonucEB: 



Pont'iac 

John MacManus & Adams, 

Inc., Detroit 
Announcements 
Transfilm, Inc. 



To introduce the new Pontiac, this auto 
manufacturer has utilized a goodly 
amount of footage, showing the car off 
to advantage while the sound track relates 
the usual list of improvements and fea- 
tures. Perhaps the most novel as well as 
most effective ideas in the copy are the 
use to which opticals are put, starting with 
the nicely relevant iris out from the out- 
line of the Pontiac Indian Chieftain's head 
into the commercial. Then too there are 
attention-getting zooms of the word 
"new" and attention-holding methods by 
which the theme line (Dollar For Dollar 
— You Can't Beat A Pontiac) moves opti- 
cally into position at the closing of the 
announcements. 

In some places the editing of the vari- 
ous shots of the car itself seems a bit care- 
lessly done, since abrupt changes of direc- 
tion take place while the car is in motion, 
creating a rather jarring effect. Other- 
wise, though, this copy is well thought out 
and well put together, 



Do \on alw:ijs afrreo wilh IJob 
Forfiiinii mIioii Ik- hiiuls or 
laiiili:i>.l>. a PoiniiUTpial ? l{ol> 
and iho ofliK.rs of Sl'ON'SOR 
Koii!<l lin liappv lo ropciie 
and priiil roiiiinoiils rrniii 
readers in reliultal; in ire; in 
((iialifiod afireenienl. Address 
IJol, I'orenian c/o Sl'ONSOH. 
.^10 iMatiivoii A*e. 
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SPONSOR 



WATCHES, 1VATCHES AND MORE WATC 



IMAGINr! OVER 




WASHINGTON 




XL 



I 

KXLY— Spokane 
I 



Imontana 
I 



KXIK-Great Falls 

—Missoula 

% KXU-Helena 



OREGON 




-\ IDAHO 



/ 

I 



KXLF-Butte 



KXLQ— Bozeman 






The Greatest Single 
Advertising Medium In The 

?ast Qromig- Weallhy 
Pacific Northwest 





sJAmm 


KXL-Porlldnd K 
KXLY— Spokane 


KXIK-Greoi Falls IQ 


I^^Si^ -"BoSemso 

XJ^elena 




New York 17, N. Xj 


Hollywood 2»,,CiLii. 


fan Francisco 4, Calif. 


Chicago 1, IMinois. 1 


it 


347 Madison Avenue 


6381 HollywoAd Blvd. 


79 Post Street 


360 North Michigan " 




The Walker Company 


Pacific "Norlhwest Broadcasters 


Pacific Northwest Broadcasttsrl 


The Walker Company 



PLUS 

The highest Television Station in the Pacific Northwest 

KXLY-TV 

Atop Mt. Spokane Elevation 6018 ft. 



PERFUMES 



APRON OFFER 



SPONSOR: Federal Home Products Corp. AGENCY: IVma 

CAPSULE CASE HISTORY: The maximum allowable 
cost per order on a Sl-25 item this sponsor was offering 
was 4()(^. The item: a packet of Famous Brand Perfumes. 
The sponsor invested £360 in a schedule of announce- 
ments on KYW to pusli the offer. lie pulled 2,459 pieces 
of mail containing orders, many for double and triple 
units at $1.25 each. The actual cost-per-sale came to less 
than 1S</:, the lowest of any cost on several hundred sta- 
tions used by the advertiser, according to KYW. 

KYW, I'hiladelpliia PROGRAIM: Participations 



•.^^fj' h^»fr .-JV « ^ 



EMUresults 



MIGHT CLUB 



SPONSOR: Lounge Nite Club AGENCY: Direct 

CAPSULE CVSE HISTORY: hi December 1951, this 
night club launched a Monday-throv gh-Saturday broad- 
cast from 11:15 p.m. to 12 midnight emanating directly 
from the club. The Lounge had been averaging about 30 
guests nightly; one month after the broadcast had started, 
some 100 people were crowding in each night. In Febru- 
ary 1952, the show was extended to 1 :00 a.m. Tivo locally 
popular WAEB d.j.'s (with turntable) make up the show. 
The club now has standing room only after 10:00 p.m. 



WAEB, AUentown, Pa. 



PROGRA.M: Lounge Nite Club 
of the Air 



SINGING XMAS CARD 



SPONSOR: Filmer's Limited 



AGENCY: Direct 



CAPSULE CASE HISTORY: ^/ 8:15 a.m. daily, this sta- 
tionery store carries a short announcement over CHUB. 
Before Christmas, the dealer decided to plug "Singing 
Christinas Cards" — each actually a record — at a cost of 
Sl.25 per card. The announcer simply played the "sing- 
ing card"" on the air and said it could be obtained at 
Filmer s. The dealer had been wary about purchasing 
this type of card and had ordered only one gross. After 
the second announcement, the entire stock tvas sold, net- 
ting the dealer SloO for an ad cost of only $4.40. 



CHUB. Nanainio, B.C., Canada 



PROGRAM: Announcements 



SPONSOR: Okun Furniture Co. \(,K\< \ . I)ir.-(t 

(.APSl (,\SF HISTORY: Over a period of jour 

weeks {June through II- July), this store uscti o/- 
schedule announcentents offering a plastic apron free lo 
shoppers who came in to look at Admiral refrigrralors 
and electric ran,:es. Since the store is in a Ion fool-traffu 
location at the north end of the city, the sponsor estimated 
that 100 aprons would cover the demand. He did not 
expect that the air pitches would bring 1,340 persons into 
the store. Total ad cost was $200. less than 15c per lead. 



WTXL, West Springfield, Mas 



PI{OGR.\M : \iifn)unc('inciitj 



MAGAZINE OFFER 



SPONSOR: Kiplinger W'a^iington 
Agency 



A(;EN(:Y; Alben Frank- 
(iuentber Law 



CAPSULE CASE HISTORY: To increase subscriptions 
to its Changing Times magazine, the Kiplinger Agency 
offers free copies of the publication. Late in 1951. Kip- 
linger bought six participations on ifCBS' Jack Sterling 
program. Result: 3,<%8 replies, or an average of 615 per 
broadcast. In August 1952, three participations in one 
week on Sterling's show brought in 2,575 replies, or an 
average of 858 per broatlcasl. The sponsor was pleased 
with the show's increased pulling power. 



WCBS, New York 



PROGRA.M: Jack Sterling 



COLD STORAGE LOCKER; 



SPONSOR: Your Food Bank AGENCY; Direct 

CAPSULE CASE HISTORY: This advertiser rents cold 
storage lockers for meats and wild game, also does curing. 
He has been advertising exclusively on KGIIL for three 
years. W hen he recently plugged the cold storage lockers 
he had available for renting, within 30 days every one of 
the 250 empty lockers had been taken and he was forced 
to turn aicay some 25 people in three subsecjuent days. 
This is representative of the results this sponsor has been 
getting regularly on KGIIL. at a cost, of $50 a month. 

K(;HL, Billings, Mont. PROGRAM: Announcement? 



CUSTOM KITCHENS 



SPONSOR: Burkeholder CiiMom Kitchens AGENCY: Direct 

CAPSULE CA>E HISTORY: Auto listening has helped 
get out-of-town customers for this H OC advertiser (ivho's 
been using the station for 2]^ rears). One specific in- 
stance: A Clinton., Iowa, man. driving near Davenport, 
heard a Burkeholder announcement. He dropped into the 
Davenport store and told the Burkeholder people to con- 
tact his wife about remodeling their kitchen. Result: a 
$1,350 order. In addition, the Clinton man's brother 
bought a $1,100 custom-built steel kitchen from Burke- 
holder. Total remit from the one pitch: $2,450 in sales. 



\\ OC. Davenport, Iowa 



PROGRA.M : Announcements 





Where tire the most ereutive nud imnffiuntive ideus 
for TV commerclttls comiufj Srom — the older, more 
experlettceil writers or the ifoutufer, newer talent? 



David Kiviat 



Director of Sales 
Frances H. Leggett Co. 
New York 




Thii 

pickofl paiiel 
aiis\v«»rs 
Mr. Kiviat 

Only a iicoplijto 
ill ihf realm of 
ideas can hclievc 
ill llie S('|)aiale 
and loiieK Idra. 
Ideas are deriva- 
tive, llip\ are of- 
ten bred ill tlic 
marriage of two 
or more dilTcrent 
ideas. 
A II arcouiil man 
lias a ) earning: "Wliy doiTl we put 
the snow man on llie ( h'ory Snow) 
package into a commercial.''" Is dial 
llie idea? Fioin this starling |)()int. TV 
wrllers and artists ma)' bring onl a 
liimdred diilereiil ideas for animaled 
sc(|ucnccs, stop molion. live a "lion. cic. 

A television idea is nsiialh nol an 
isolated, disembodied thing. Il must 
corilriltLile to the over-all caiiijiaign. 
Our !^iigar ('risp bears fust started 
as a jjriiil idea. For cliildren's I \ . we 
originated a sjiecial narrative tecli- 
iiirpK!. using anirnalion. Kach animat- 
ed carlooii-sl ory. coiiipleIeK designed 
b) 1) and 1! animation art direclors and 
s\ lu liroiiized to our own original iiiii- 
sic and K rirs, represenle l liiindrcds of 
"ideas." This iiarralive lechni(jiie was 
dicu picked up by jjriiit. w lii( li used it 
in comic pages, atbling. of <()urse. 
liiori" idca> of their own. 

Bill to answer \oiir (picslion: Most 
of our creative! and imaginative TV'- 
copy id(?as comt' from the TV"" writers 
and artists. '| hcn 'reall "middle-) ouiig. ' 
mostly in their laic 2(rs or niid-'>()"s. 
Most of them luuc fne to IS \ears of 



exj)erieiKe in radio, film, or print copy 
— some in all three. 

Remember that a good TV copyw rit- 
er must understand the techniques of 
animation, stoj) motion, live action on 
film, and li\e telev ision — each one with 
an entirely different set of rules. An 
"idea" conct'ived without this ground- 
work is often not practicable. 

Eu SiiEi'iiKUD Mead 
I .P. ami TV Copy Chiej 
lienton & Bowles 
i\ew )'orl; 

• .Mr. Mi'afl i* llie aullior of the r4'<'«'iil book 
"n^^u in Siirer*-<1 in Uii«iiii*s^ Witltoijl I{eall> 
l'r\ iiip.** 



^4) reaction to 
your question is 
so immediate, ami 
brief, that per- 
haps a Utile back- 
ground on the 
method of cre- 
a;ing television 
I'ommercials al 
Foole, Cone & 
Helding w ill save 
m\ reply from 
a dogmatic "one liner.* 
, \ve have no television 
commercials "exjK'rts'' in the agency. 
The agency's cop) and creative people 
on aii\ given arcoimt all <-ont rilmte to 
the construction of our T\ commer- 
cials, as well as radio lommercials and 
printed adverliscmenls. Such intimate 
account knowledge and ilay-lo-dav ex- 
posure to lia>ic ( lient problems is too 
\alnal)le a comniodiu to ignore in fa- 
vor of a T\ "sjiecialisl'" — \oung-t\pe 
genius, or old-t\pe genius. 

So, based on the agenc\ operation 
1 am most familiar with, I can onlv 
answer ) our (piestion this wav: The 
best IV commercial ideas will, like all 




apjjcaring like 
First (d all. 




things creative, never be confined to 
any particular age group. The most 
exciting, dynamic, and effective TV 
commenials have and will continue 
to come from those who understand 
that telc\ ision is a visual-aura\ medium 
and can exploit it as such. 
George W^olf 

Director, Radio-TV Production 
Foote, Cone & Belding 
Neic* York 



In television, loo, 
creative and ini- 
aginal i\e ideas 
are where ) ou 
find them. Gen- 
erally speaking, 
the pure, unin- 
hibited "idea" of- 
ten seems to turn 
up in the white 
heat of \outhful 
exuberance. 
Trouble is. the jmre "idea" frecjuent- 
h lacks strength, durability, jiraclical- 
it). or some other inijjortaiit (|uality 
t(.) make it work hard. The evolution 
of creative advertising is the growth 
of an idea into a selling tool. 

It lakes youth to keep experience 
moving ffirward. \nd il takes experi- 
ence to guide creative vouth. 

In the end. experience is nol mea- 
sured in terms of jiassing years. A 
youth who has learned to lem|)er his 
ideas with practical selling is experi- 
enced. And the most vcneralile ad- 
smith who can sjiice sound selling with 
freshness and enlluisiasm is cerlaiiily 
young, by advertising standards. 
Gordon E. 1'age 
Radio-T]' Copy Executive 
Marschalh & Pratt Co. 
New York 



Mr. Page 
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SPONSOR 



V 



Mr. Dennis 



I don't ihiiik ) our 
question can be 
answered in fa- 
vor of one side 
or the other. Iii- 
\entjveness be- 
longs to all ages. 
Ideas for TV 
eounnercials are 
like ideas for 
medicine, styles, 
inventions of all 
kinds. These ideas come to creative 
minds regardless of years. 

The younger, newer talents do not 
enter the tekn ision field with any more 
know-how than the more experienced 
writer — say a space writer or radio 
writer, a ncjvelist or a dramatist. And 
just because he or she is younger in 
years, it does not mean that the\ are 
particularly gifted to create television 
commercials. Surely the youngsters 
will come up with good ideas, and for 
each good one, there will probably be 
a hundred impractical ideas. The 
"converted" more experienced writer 
will come up with probably less im- 
practical ideas and probabh just as 
many grade A, nundjer 1 connnercials. 

Very often I interview people who 
say "I created such-and-such a com- 
mercial for this-or-that sponsor." Af- 
ter prodding a bit. the usual outcome 
is that starting with their basic idea, 
other writers, creative su|)ervisors. ac- 
count executives, visualizers. anima- 
tors, directors, cameramen, set design- 
ers, all contributed so nianj facets to 
this '"diamond" that no one can really 
la)' exclusive claim to the successful 
connnercial that became so well-known. 

These contributions came from all 
ages — some from the younger, newer 
talents — some from people witli more 
years in advertising than the } oung- 
sters have lived; and e\er) body's con- 
tribution added a little more sparkle, 
a little more brilliance to the finished 
product. Actually, years don't count. 

I think good TV connnercial ideas 
come from those people who have a 
keener sense of |)ersonal salesmanship 
— the me-to-you. over-the-counter busi- 
ness — plus a keener sense of displa\ 
and demonstration, plus a keener sense 
of showmanship. Some folks are born 
with these attributes . . . and others 
acquire them through study and work. 
And some don't get them at all. 

Frank Denms 

Director, Radio & TV Continuity 
Ruth ran ff & Ryan 
I\'ew York 



Jr5 S//OPl///\/G '/A/ 

COL UMBUS,G£0/^C/A/ 




Yes, Sir! there's enough sno^y on our W screens 

to blanket an area almost as large as the cover- 
age-area of \\^RBL!! The RKi difTerence is 

RECEP ITON — satisfactory reception, that is. 
In Columbus, RADIO is more effective than 

ever before. WRUL and WRBL-FM completely 
blanket the Columbus Trading Area. Pops in 

Shaie-of-Aiidience — Morning, Afternoon, Eve- 
ning. Nundier One in Ratings — 1 15 oiu of 163 

reported periods. 18.7% MORE COX'ERAGE 
than ANY O THER Columbus advertising 

media. Wearing our 25th Ainiiversary, W'RiU. 
is FIRS r— in POWER, in PROGRAMS, in 

PRESTIGE, in PROMOTION. 



5 KW IN 



1st 



COLUMBUS, GA. 




STATION IN 



ALA. 




HOLLING8ERY 


AND WRBL-FM 


46.2 KW 
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WHEN 

TELEyiSlON 




FULL COVERAGE 

v^ith its new 
tower l<fi^ het 
above sea /eve/ 

- anaf HO^ wit/) 



50,000 
WATTS 



/ 



THE MOST POWERFUL | 
TV STATION IN } 
CENTRAL NEW YORK 



zee your l^tz Agency 



TELEVISION 

SYRACUSE 



CBS • ABC • DUMONT 
A MEREDITH STATION 




agency proffle 



Director of Radio-TV for Motion Pictures, 
Donahue & Coe 
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The night of 10 October 1913 was a memorable one for Carl 
Rigrod. Over DuMont's \V2X\VV, New York, he produced and 
directed a 45-niinute program (which lie had also written) designed 
to get New Yorkers to go and see the RKO movie "Beliind the Ris- 
ing Sun." Thus, Carl scored a first in TV to match a similar score 
he had made by the first use of a transcription to promote a movie 
(RKO-Radio's "The Cat People") on radio. Having introduced the 
motion picture industry to radio and TV selling. Car] has been 
busy in the same vineyard for many years. 

People looked askaiK e at Carl in the early days of video when he 
p.lanned a heavy spot television campaign for Sunset Appliance 
Stoies to sell TV sets. But Carl thought it very logical: "In those 
early days of TV few people got to look at home TV in privacy. 
Most times just turning the set on filled tlie house with guests. The 
plan must have worked, because we got as many as 200 phone calls 
during each show. And 70% of the calls were converted into sales. 
That's what counts." 

Carl is one of the clan of ex-newspapermen who are among the 
hottest su])porters of air media today. A L^niversity of Missouri 
School of Journalism grad. he worked on a host of newspapers; at 
cne time he had the imposing title of Acting Assistant \ight City 
Editor of the New York American. Later he did |)nblicity for Uni- 
versal Pictures. lie joined Donahue & Coe in 1943. 

Getting peojde out of their living rooms and into the movie theatres 
is no easy task, and movie makers have long since come to the 
conclusion that spot radio campaigns are downright necessary. 
Rut it's a tricky product to sell. Says Carl: "During one minute or 
less you've got to reflect the entertainment value of this million- 
dollar-plus production. The tyjie. aj)])eal, stars, music — all this must 
be convincingly projected in a very brief time. And don't forget that 
eai li new picture means a new campaign, a new product." 

In addition to three movie < hains (including Loew's) Carl and his 
assistants do the radio and T\ work for MGM and Sanniel Goldwyn. 
Of the former, Carl says: "jMGM produces enough pictures so that 
v.e can maintain a 52-week radio schedule in many markets. WeVe 
been on certain spots for years and 1 wouldn't he sur|)rised if we 
had a lot of listeners who count on onr regular transcriptions to gi\e 
them a sample of the upcoming movie.*." 

W hen not busy promoting epics, extrawiganzas. and horse operas, 
Carl and his wife and two sons arc cliff-dwellers in Manliatlan. * * * 

SPONSOR 



Tops in Seattle! 



Salemaker Jr. stands above the crowd in the 

big Seattle market. This thrifty spot plan makes 

a Jr. sized budget move merchandise like crazy. 

For complete details call or wire KRSC National 
Sales or our nearest representative. 



sells ALL the big 
Seattle Market 

Represented by: 

EAST: Geo. W. Clark, Inc. 

WEST: Lee F. O'Connell Co. 
Los Angeles 

Western Radio Sales 
San Francisco 
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NOW! GOOD TV 



in 



MOBILE ALA! 

WKAB-TV 

CHANNEL 48 

CBS-DUMONT 
NETWORKS 




captivatin' 
KABBY 

says: 



"20,000 television sets al- 
ready in Mobile — and 
they're still coming fast!" 

Also, remember . . . 



WKAB- 

the High-Daytime 
Hooper Bargain! 

CALL 

V «f AND 

COMPANY 

Offices in. New York • Chicago • Atlanta 
Los Angeles • San Francisco 

SOUTHERN REPS -. 
Dora-Clayton Asency, Atlanta 



What's New in Research? 



Oui'Oi'homc viewUm atltls eotisUlerahlif to 
TV autUenve in N.Y.C. ci reci, Tclepulse funis 

COMPARISON OF HOME VS. OUT-OF-HOME TV SETS-IN-USE 



Monday through 
Friday evening 


Home 
sets-in-use 


Ouf-of-home 
sefs-in-use 


Total 
sets-in-use 


% increase 
added by out- 
of-home sets 


}t-}t:30 
«;30-9 

0:30-10 
10-10:30 


58.6 
59.5 
58.1 
56.3 
51.9 


2.8 
3.3 
5.3 
5.0 
5.8 


61.4 
62.8 
63.4 
61.3 
57.7 


4.8 
5.5 
9.1 
8.9 
11.2 


Saturday evening 


}t-3t:30 

ll:liO-i) 

}P-9::tO 

!):30-IO 

10-10:30 


58.5 
59.4 
60.0 
59.2 
54.5 


3.8 
4.5 
4.2 

5.0 i 
5.2 


62.3 
63.9 
64.2 
64.2 
59.7 


6.5 
7.6 
7.0 
8.5 
9.5 


Sunday evening 


«-«;.*J0 

n:30-f} 

U-i):30 

!):30-10 

10-10:30 


60.2 
59.0 
58.4 
56.4 
49.7 


6.1 
5.7 
4.5 
4.7 
3.0 


66.3 
64.7 
62.9 
61.1 
52.7 


10.1 
9.7 
7.7 
8.3 
6.0 



SoritCK: New York TflcTiiIsf Iioine ami (Jiit-of-Iionic TA' aiullt'iu'e. .'?iirvoys based on 2,100 personal 
inli'i\ieus nvci tlu- pciiod ot s'cvcii clays ('►-11 Novctnber 1952) 



Ohsevvitiiotis on chart 

III this brfdhdowii. j>rej>arf(l by Tclepiilse esperitiUy for M'onsou^ oiiI- 
ot hoiiie find nl-liome viewing pert enuiges tire coinpurulile, since lliey 
tire both based on a Tl home sanijde and ran therefore be added 
lopelher lo obtain a total Tl audience figure. 

The time jieriods with the highest nt-honie '/'[' audience are Sunday 
ereniiig 8-8:30; Saturday ecening 9-*>:3() and Monday through Friday 
eiening 8:o()-9. The largest on t-of-honie Tl audience levels are found 
on Sunday creuiug 8-8:30; Monday through Friday evening 10-10:30 
and Sunday evening 8:."5()-9 i>.ni. 

(Generally spealiing, the percentage of increase added by oiit-of-honie 
Tl audience climbs us the evening i)rogresses. excejit on Sunday 
which shous a reiersc jiutiire. 



i!' Ill 



III li>i nil ' mil Pi II i ill i;ii 
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SPONSOR 



7 TO 8 A. M. 
IS PRIME TIME! 



And here is what a recent- survey in Springfield by 
THE NEW ENGLAND COMPANY shows: 



TIME 


Radio 
sets 
in use 


WTXL 


Station 

"B" 


Station 

"C" 


Station 
"D" 


Station 


Station 
" p" 


Station 

"G" 


Other 


Mon. thru Fri. 
7:00-7:30 AM 


15.9 


16.3 18.6 


13.9 


1 1.6 


1 1.6 


9.3 


7.0 


4.7 


7.0 


Mon. thru Fri. 
7:30-8:00 AM 


21.2 


18.4 16.3 


18.4 


14.3 


12.2 


8.2 


6.1 


4.1 


2.0 



Base: 1621 telephone interviews between 7:30 and 8:00 AM, November, 1952. Recall 
questions used to determine 7:00-7:30 AM listening. A copy of the entire survey is 
available for use in YOUR agency. 



WTXL 

SPRINGFIELD, MASS. 



ONLY one Fulltime I iidependent Station serves Sprim^field, Massachusetts 



For avails and a look at the survey, call Larry Reilly at Springfield 9-4768 or any office of THE WALKER COMPANY 
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Coil CBS' Kofoe.v earry the 
hull nynlnst iSorio, Slit't'ii? 

How niucli of the big audience divifl- 
ed between Milton Beiie (NBC TV) 
and Bishop Sheen (DuMont) can CBS 
TV woo away witli its new Tuesday 
niglit entr) — comic Ernie Kovacs? 

Kovacs, wlio is also \ \ ing with NBC 
TV's morning Today show via a new 
cross-the-board 8:30 to 9:30 a.m. se- 
ries on W'CBS-TV (as of 29 Decem- 
ber ) . has become one of the top-rated 
personalities in the metropolitan New 




Sponsors were SRO on Kovacs' WCBS-TV strip 



York area in less than a year. He 
brought his special brand of comedy to 
New York from Philadelphia where he 
reigned in the 7:00 a.m. to 9:00 a.m. 
stri]3 on WPTZ for some time. It was 
the Today show which ousted him from 
that spot. (WPTZ is an NBC affiliate.) 

lie comes to nighltinie network TV 
from a 45-niinute afternoon strijj on 
WCBS-TY (12:45 to 1:30 p.m.) which 
had been booked solid sponsorwise. 
His new Tuesday nighl stint (which 
bowed 30 December) has sulistantial- 
h the sain(» format as the da) lime air- 
ing. l"or his zanv, nniidiibited shenan- 
igans, he still does not use a serijM. 
Neither does he [jermit a sindio audi- 
ence nor dubl>e(l-in laughs, but relies 
conijjletelv on the home viewer's re- 
sponse. This, he says, is because he 
utilizes certain special effects for his 
gags whi< h would be almost meaning- 



less to persons sitting in a studio, but 
are caught by the camera for the TV 
\iewer. For instance, by using red 
and blue filters, he can give himself 
■'the fastest shave in the world"; he 
can make objects disappear and re- 
appear at will ; other camera tricks en- 
able him to perform such feats as, for 
instance, swimming in a bottle. 

\^ hat the sponsorship setup will be 
on the Tuesday night show is any- 
body's guess at the moment. In his 
morning WCBS-TV strip, however. Ko- 
\acs has carried along some of the 
sponsors from his previous afternoon 
show and has acquired some new ones 
as well. Current bankrollers include 
Ferrara Confectionery Co., Libby's 
Frozen Foods, Burnett Puddings, 
Clearasil. * -*r * 

WNIST stttdio helps sponsors 
'"persoiuilize" live pitches 

Advertisers using station breaks on 
WNBT, New York, have available a 
s]3ecial studio equipped to help them 
"personalize" their pitches at a mini- 
mum of expense. 

Called "The House of Station 
Breaks. " it is designed to give adver- 
tisers for have neither tlie need nor 
the budget for filmed commercials the 
opportunity to present live station 
breaks with a maximum of versatility 
and flexibility. It also affords an ex- 
perimental device for clients interested 
in tr) ing out new commercial ideas. 

The "House" has the latest in visual 
equipment for the identification of va- 
rious products. \ "window shade" de- 
vice j)rovides a number of backdrops 
suitable for dilTerent products; special- 
ly designed sections of store fronts and 
interif)rs can be set up as desired; a 
completely outiitted kitchen unit gives 
the proper atmosphere for food, kitch- 
en and allied j)ro(lncts; conq^lete sets 
of titles flip, crawl, and drum ami 
many other display set-u])S help pro- 
vide other identifications. 

S|)onsf)rs can make their live presen- 
tations in 20-. 30-. 40-second. and one- 



minute lengths. Advertisers currently 
utilizing facilities in the "House of 
Breaks" include Robert Hall Clothes 
(who was the first advertiser to take 
advantage of the plan), Premier Foods, 
and Coronet Magazine. 

Not only have advertisers found this 
method of j)re>enting live pitches less 
expensive and less work, according to 
WNBT. but they have discovered that 
the effects obtained are much more 




Robert Hall pitch gives effect of real showroom 



natural than in carefull)' rehearsed 
filmed connnercials. In the Premier 
Foods plugs, for instance, the actual 
cooking of various victuals occurs in 
front of the camera; the Robert Hall 
announcements utilize certain j3rops 
and backdrops which make it seem 
that the locale is the actual showroom 
(see cut above) . 

In addition, says the station, the live 
]>lugs are flexible and easily adaptable 
to last-miniite changes and revisions. 

★ ★ ★ 

ilfeiiiieii, ttew in (oicii, uses 
radio to icoriii reception 

The Mennen Co. will not officially 
open its new plant in Morristown, N. 
j., till about May. But it has already 
started to promote good will and make 
itself part of the community life via a 
schedule of programs on the local radio 
station. 

As of 5 January, WMTR. Morris- 
town, has been carrying the Mennen 
Bulletin Board, a five-nnnute, three-a- 
week morning show giving a rundown 
of social acti\ities in the community 
(Monday, Wednesday, Friday, 8:15 to 
8:20 a.m.). All commercials on the 
program are institutional; these and 
the linking of the Mennen Co. with 
local social life are designed to pave 
the wa\ for a warm welcome to the 
new neighbor-to-come. 

Mennen is moving its j)lant Irom 
Newark to Morristown for purposes of 
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expansion. The ollicial o]jcning of the 
new plant will he marked hy a week- 
long cclehration. 

The agcnc) handling the Mennen ac- 
count is Ken) on & i^okhardt, New 
York; Basil Matthews is account ex- 
ecutive. ★ ★ ★ 

Briefly . . . 

The Ne\v York Chapter ol Pioneers 
of Kadio had a Christmas party on 18 
December at Toots Shor's in ?s^ew ork. 
Some 120 \ets of the radio business — 
whoVe been in it 20 years or more — 
attended. Especially for the occasion, 
an ASCAP songwriter. Harry S. Mil- 
ler, |3repared some a|)|3ro|3riate paro- 
dies which the men ) makers sang. One 
of these ran (to the tune of Happy 
Days Are Here Again) : 

Pioneers of Radio: 

The gimmicks come and gimmicks go 
But you stiff wifl hear tfie names you 

know; 
Pioneers of Radio. 
Kilocycs, tfirougfi carbon "mikes" 
We gave tfie pubfic wfiat it fikes 
Tfirougfi tfie "booms'' and "busts" and 

storms and strikes: 
f^ioneers of Radio. 
IT e tossed our voices around. 
In evry tone, pitch and sound. 
Long before the Sponsor came. 
Our signatures bad gathered fame. 
So, we reafly feel we've earned the name. 
Pioneers ol Radio! 



Bing Crosby, who owns a 46% share 
of the station, recentl) went (via snow- 
mobile I to the top of Mt. Spokane to 
inspect the new transmit er installation 
of KXLY-TV. That station expected 
to be in operation by Christmas, but 
was delayed by some weeks of bad 
weather, plus the fact that RCA sent 




Crosby visits KXLY-TV tower on 6,0C0-ft. peak 

them a Channel 13 transmitter which 
had to be converted for Channel 4 use. 
Probable on-tlie-air date is now 15 
January, according to manager Ed 
Crauey. In photo above, Bing (in 
plaid jacket) observes the loading of 
equi])ment on a sled to be hauled up 
the snowy mountain. His youngest son. 
Lenny (seen to left of Bing), accom- 
panied him on the trip. * * * 
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HAWAIIAN MARKET 

i Conti'niiefl jrorn pn^e 36 ) 

iiig only Onlui. and is still used b\ 
some people. Tlie most e()inpreliensi\ e 
audience >tud\ since was tlie territorial 
siirve\ of Dan \i, Clark II & Associates 
late ill lO.il. \ine of 12 stations under- 
wrote il. KPOA and KILA liad spon- 
sf)recl one the preeedin<; spring mul did 
not participate. Meantime \\ oodrum. 
CavHcy & Stall, Ltd.. doe>- a periodic 
coincidenlal sur\e\ for its clients. 

flere is a sample list of sponsors 
wlioSe heeii using radio in Hawaii for 
\ears: (^utieura. Alemien, Aniieitser- 
Buscli. Ford. W'ai ner-Hndnnt. Stand- 
ard Bruids, Borden's. Brown \ Wil- 
liamson n ohacco. -Murine. Pertussin. 
Colgat'.\ Fahst Beer. Blatz Beer. Best 
Foods. Sterling Drugs. Bulova Watch. 
\\ ildroDl. V. Lorillard, Le\er Bros., 
Schlitz Beer. Oiuiker Oats, (General 
Mills. American Home Foods. Caiter 
I'roducls. \'ieks. General Foods. Gen- 
eral Flectric. American Safet\ Hazor. 
Heinz. Norwich Pharmacal. Miles Lahs. 

Tilts: Wluit these sponsor.* ha\p 
leained and oilier tips that <'an help 
\ ou use Hawaiian radio more efTective- 
l\ were <'ullefl hy scoxsoR in its snr- 
\'ey. /\ iepreseiUati\e list follows: 

• Spot niilio is an excellent \m\ in 
Hawaii if xou're <'arf'ful of station 
and lime of day, sa)s Adam J. Youiig"s 
Paul Wilson. He sa) s one of dangers is 
gelling into a prcjgram alread) crowded 
with comiiieri ials. He esiimales $500,- 
000 a )eai' is spent on s|)Ol radio in 
Hawaii (not including network or lo- 
cal >poiisors) and llial this exceeds 
Puerto lii< <). which has four and one- 
half times tli(^ po|)ulation. 

• Asst. Head 'riiiiel)U\er Dirk Hur- 
ley of Goinjilon savs: "Determine the 
coverage [)attcriis. Try to get a line on 
the radio liomes in llie ishmds. Put 
all the surveys togetlier. There's not 
too mu<"li ilefiiiile inforuuition." 

• .jactpieline Buta of \alional Ex- 
port Adv(U tising .Ser\ ice. who huys 
Hawaiian radio for \orwi<'h Pharma- 
cal. Lever P)ros., and Faniherl. among 
others, finds hloek programing an im- 
]iortant point lo coiisitler. 

H(!re is what some of her accounts 
are doing in Hawaii: 

Lever Bros, (for Biiiso. Pepsodenl. 
Lux Toilcl Soap. Surf. Liik Flakes. 
Chlorodeiil I : House Faily and Lux 
Radio Thcalre, network; Jiin Aincclir., 
Story Tfllcr. lo<-al: Lucky Luck and J. 
Akiihead Pupiile. the island's Iwo niosl 



famous pidgiji-Luglisli disk jocke\s, 
and annouucemeiils. 

Borden's liislaiil ("oflee uses aii- 
iiouiiceiiieiils. 

Lleelric Auto-Lite has- Suspense from 
the network. 

Lamherl Listerine has Ozzie & /far- 
riei on radio and 'W and also runs 
radio announceinents. 

\(jrwi(di NP-27 I foot remed) I and 
FsteiTirook ( pens and pencils I air Ja]3- 
auese annouuceiiKMits. 

I Note: Most inainlaiitl network pro- 
grams are traiis< rihed : a few are short- 
waved.) 

• Ted Page. Ilollingher) account 
e\eculi\e. sa\>: "The people there are 
star\ ed h)r eiitertainiiieiit — an\ thing 

••I$foaii!-»' ill Aiiiorifii our l)roa<ifa!«lhif; 
(acililies are on a coinnierrial l>asi.s, telo- 
\i.<-ioii Iooni,<i as a poteiitiiillv greal retail 
><alcs |iroiiiotioii tool. INIore and more 
stores are asj-ifjiiiiij: f»«>iieroii>. advert isiii'; 
alk>«aiiee«. to telt^vUion.** 

(;kokgi: hansen 

Presiilpiil 

'SdtioiKil liclall Dry (iontis A.ssfiriathiii 

good is popular. 'Ihe\'re craz\ about 
soajj operas. espeeiall\ ihe Japanese.'" 

• .jack Da\ is <jf (Jranl emphasizes 
Aloha Network is Hawaii's only true 
network, with stations on each of the 
four major islands. He points out thai 
KHON is the only station on 24 hours 
a day with Al Wayne hroadcasling 
from 12 midnight to .5:00 a.m. 

• Don Quiiin. who used to he Ben- 
ton l^owles' limebn\er for P&G's 
Tide and sw itched to Dohertv. ClilTord. 
Steers & Shenfield last October lo be- 
<()ine head tiiiiebu\er. sa\s he cheeks 
station facilities, program popularit). 
and audience comj^osition. He uses the 
lO.iO Hooper. 

• Mxslery and action-drama pro- 
grams are extremeh popular, as are 
shows r(^fl("( tiiig Hawaiian customs and 
habits, ac<'ordii)g to KCJMB's W^avne 
Kearl, wlio''s g(Mieral sales manager of 
the Hawaiian Broadcasting System. He 
cites these K(IMB programs as exam- 
ples of what Islanders like: L!arl Hebeii- 
streit's A/"///" Popo i niorning deeja\ ) ; 
Belt) Siii)ser"s Today in lloUyivood : 
Joe Aiiziviiio's Sports Parade, and Her- 
man Wedeme\er. 

A sur\-ev <'oiidiK-te<l for KGMB last 
March bv the anto dealers of Hawaii 
iiidicateil there wer(> r)f).()(tO auto ra- 
dios ill the Islands. 

The station also points out that 
though il has a popular morning Japa- 



nese program conducted by Hoshi Ha- 
washida, it (b)esn 1 lielieve manufactur- 
ers of mass coiisumplif)ii products need 
advertise exclusively to racial groups in 
Hawaii but can aiJiieve better results 
cheaper bv using general prograins. 
It cites the fact that the only signifi- 
cant foreign language newspaper in 
Hawaii is llie fJaicaii Times (Ja])a- 
nese) with 10. (iOo circulation, which is 
a penetration of only . This l\ pi- 
fies racial attitudes in the Islands, il 
says. "Regardless of race. Islanders 
want to be ■Americans". ' 

KPOA's Hollinger lias a dillereiil 
viewpoint. He says KPOA is aflilialed 
with Jajian's 12i-station iNKH network- 
thus can ofler Japaiie>-e-laiiguage pro- 
grams of e\ery l)pe. Tlies(! not only 
attrati a large Japanese audience, he 
sa\s, but boast such sponsors as Miles 
Labs., Best Foods. Anheuser-Busclu 
Colgate, (>eiieral Mills. Paii-Aiiieri<'aii 
\\ firhl Airwa\s. Pabst, and Sears. Uoe- 
buck. KPC)A"s two daily Filipino-lan- 
guage programs underwritleii hy Is- 
land sugar and pineapple industries, 
respecti\ el\ . draw ratings abo\ e the 
20 mark for KPOA on Kauai Island, 
where the ratio of Filipino population 
i< highest. 

• G. P. Filzpatrick, promotion 
manager of Free & Peters, emphasizes 
that iiearK all of Hawaii's consumer 
goods are imported from the mainland 
— which makes Hawaii vitally inipor- 
tanl to the American advertiser. 

• Jack Burnell. general manager 
of KL IvA, Hawaii's most powerful sta- 
tion ( 10.000 watts), suggests that spon- 
sors let stations localize their copy. 
"Take advantage of merchandising 
a\'ailable."' be says. "(M\e radio the 
same chance that newspapers may have 
had in frecpieiicy and size of budget.' 

"Hawaii oflfers a vast new market 
for products now having <'omj)arati\ e- 
ly small sales here or no distribution 
whatever." Burnett sa^s. He mentions 
the fact thai some brands enjoy 80 to 
90' ( of total sales in such fields as 
canned inilk. cold c(>reals. peanut but- 
ler. "Bv employing an intelligent and 
intensified campaign, you can change 
this picture b) radio,*' be adfls. 

The reason for oiie-^idcd domination 
b\ certain products: Planlalion stores 
used to limit their stocks lo a single 
brand primarily to conserve space. 

• KGU's Owen Cuimiiighani offers 
these tips: "Localize your approach. 
Use local commercial announceinents, 
in most cases. Locally written com- 
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niercials are more e;flc('li\ e. i se pro- 
(luftion spots, locally writ ton and pro- 
diR-ed. I'se the Japanese language." 

• Jlollinger ailds this point: "lake 
note of the iiiuisiial listening habits in 
Hawaii. More sets are in use from 5:4.i 
to 6:00 a.m. iMllVri ) than from 11:43 
a.m. to 12 noon iluSVi ). l)a\lime 
listening peak is 7:00-7:13 ii.m. when 
35.0'^ of sets are in use. F.V(Miing 
listening peak is 8:15 to ():30 j).ni. 
when 44.7% of sets arc in use. By 
10:30 p.m. only 7.1'{ are in use." 

• John I). Allison, national sales 
director of KHO\ and the Aloha \et- 
w'ork, emphasizes that over one-third 
of the Islanders live on the outer is- 
lands, can't be reached by one station. 

• W. B. Meyers, vice president of 
KIKI, advises sponsors to use good 
brochures and personal contacts, espe- 
cially among dealers, as follo\v-uj)s to 
their air advertising. 

• Ardiur J. Sedgevvick, v. p. and 
general manager o f KAHIT, Waipahu, 
Oahu, until he joined the executive 
staff of the Hawaiian Broadcasting Sys- 
tem (KGMB, KGMB-TV. KHBC) in 
December, sent these lips to sponsor 
for timebuyers: "Realize that no one 
station blankets the market . . . that to 
reach all segments you need language 
programs. Select the station that can 
do the best job (checking ratings 
against cost where possible ) . Try to 
get programs and/or spots with a 
sports flavor, if possible. Plan a cam- 
paign consisting, in part at least, of 
short saturation spots, programed so 
as not to conflict with outstanding 
shows on other stations."' 

• Dwight Mossnian. conniiercial 
manager, KTOC, Lihue, Kauai Island, 
called attention to the ocean areas 
which prevent listeners from readily 
traveling between the Islands for shop- 
ping purposes. To fly to Honolulu and 
back from Kauai costs S 19.55. he says. 
This discourages shopping trips. 

• Richard E. Mawson. station man- 
ager, KMVl, Wailuku. Maui Island, 
also points up the advantages of using 
a local station to reach a local market. 
You can buy advertising in the Maui 
News and over KMVl in combination; 
Maui News Publishing Co. owns both. 

f{«dio in'OfirainUiff: What do the 
Ha\v'aiian stations concentrate on. what 
are some of their top shows, and who 
buys them? Here's an alplial)etical run- 
down of the stations, starting with Hon- 
olulu, which answered sponsor's ques- 
tionnaire: 



K(j\If>, floiiolulu: Carries partial 
CBS Radio \et schedule besides own 
local shows mentioned earlier. Time 
sold with KHRC. Hilo. P&C sponsors 
seven soaj) ojieras dail\ and the Jack 
Sniilb-Dinah Shore show. Colgate has 
Mr. and i\fis. \oitli and Our \fiss 
Brooks plus announccnienls. Lever 
Bros, was mentioned j)reviously. Camp- 
bell Soup is using Macd Carson. Says 
and also Club 1.3. R. J. Re\nolcls spon- 
sors Hob ffauk. My Friend Iruia, 
Vaughn Monroe, and announi emenls. 
Liggett ^ Myers has (Godfrey. Pan 
American Airwavs broadcasts 10 niin- 



ules of news daih. while the Honolulu 
StardhiUetin sj)onsors the 6:13 p.iii. 
news. K(iMB's Japanese programing 
is on (hiih 3:30-6:13 a.m. or 1(» hours 
a week. I here is one hour of (Chinese 
and a half-hour Filij)ino show weekly 
KCL ^ Ilonolnlu: Doesn't sj)ecializc 
but plans balanced j)rogram schedule. 
I ses Lnglish. Japanese, and Filipino. 
Station owned by Advertising Publish- 
ing Cm., publisher of Honolulu Adver- 
tiser. Principal national sj)onsors are 
same largely as MUTs on mainland. 
Local sj)onsors are leading local or- 
ganizations and businesses. They use 



■ %■ Hazvaii 

because 

KPOA leads in more quarter-hour periods of 
the entire broadcast dav than anv other Hono- 
lulu station. 

KPOA's "Wake Up Hawaii," starring Lucky 
Luck, is the highest-rated of ALL programs, on 
ALL stations, on ALL islands, at any hour, day 
or night. 

KPOA, and sister station, KILA, Hilo, can be 
heard by more people in Llawaii than any other 
network or individual station in the Islands. 

/'^^ise culver tisers use 

KPOA KILA 

5000 watts at 630 1000 watts at 850 

HONOLULU HILO 

Managed by Fin Hollingcr — Represented by Geo. Hollingbery 
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^^Bird imi±a.-tions... ±Ha±^s a.11 you oa.n do?" 

Oddly enough, some people take extraordinary things for granted. 
Like radio, for instance. 



Today radio entertains, informs and sells more people in more places at lower cost 



than any other medium in the entire history of advertising. 



Today thoro aro 105,300,000 radio sets in the V. S. A. 
Virtually rrcry home is a radio home and over half 
of tYrnm have liro or more sets. 

The average American now spends more time with radio 
than with magazines, TV and newspapers combined. 

No wonder advertisers invested more money in radio 
hist year than ever before! 



Broadcast 
Advertising 
Bureau, Inc. 

BAH is an 
organization 
supported 
by indpppiKient 
br<>a<icasters, 
networks and 
station 

representatives 
all over Amcriea 

270 L-ARK AVK . NlOW YORK CI'I Y 
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such shows as Syni phony Hour, The 
Return of the Lurline fshij)hoard in- 
terviews), Prinio Penthouse Sports. 
news, l>()h Considinc. Dangerous As- 
signment, Hollywood Theatre of Stars, 
Waltztune. KGT's hest success story: 
Shell News, sponsored by Shell Oil for 
16 straight years. Shell uses no other 
station and no otlier medium in Ha- 
waii, has just renewed for 17th year. 
KGU is Islands' oldest station (1922). 
gets full column of plugs each week in 
Sunday Advertiser, is NKC alEIiate. 

KIION, Honolulu: Kov station in 
Aloha Network (KH()\,' KTOH. Li- 
hue; KMVI, Wailuku; KIPA, Hilo). i 
Programing huilt around personalities: 
J. Akuhead Pupule. Larry Grant, Dick [ 
Hunter. Disk Jockey Al Waj ne who is 
on all night, and Don Chaimberlain. 
Also features two-hour Japanese Com- 
munity Hour program, a Filipino pro- 
gram, and a sjiorts broadcast. Sjiort- 
easter Frank Valenti recreates baseball 
game of day from Western Union wire j 
in sunnner and San Franrisco Fort)- | 
niners' football games in fall and win- 
ter. J. Akuhead Pupule (J. Crazy or 
Stupid Fishhead, actually Hal Lewis of 
Brooklyn), was Hawaii's first disk 
jockey. Likes to kid sponsors. Larry 
Grant's Vagabond House and Note- 
hook have long been "sold out." Sta- 
tion warns sponsors against bloo})ers 
of this type: Major advertiser recentl)' 
ran a newspaper campaign in Islands 
slugged: "Change to winter oil now.'" 
Hawaii's average year-'round tempera- 
ture is 73°. 

KIKI, Honolulu : One of the two 
250-watters in Islands. Established 
1951. Specializes in news, music, and 
sports. Principal accounts include 
Pepsi-Cola, Nehi, San Miguel Beer, 
Irish Cabs, Transocean Airlines. Royal 
V. Howard is president. 

KPOA, Honolulu: Co-owned by J. 
Elroy McCaw and John D. Keating, 
station has developed programing for- 
mula based on personality disk jock- 
eys, sports, foreigndanguage features. 
Tops are Lucky Luck's ITake Up Ha- 
waii (5:30 a.m. to 9:00 a.m. six days 
a week), Christmas Early Show, Nita ' 
Benedict's Wishing Well, Carlos Rivas 
Sports Reel — all participations with 
first and last sold at Class A rates with 
KILA as second station in two-station 
Inter-Island Network. NHK (Broad- 
easting Corp. of Japan) programs 
broadcast 3 hours 15 minutes dail)', 
Filipino-language programs 1 hour 45 
minutes daily. Lucky (Bob) Luck, 
gravel-voiced ex-Marine captain from 



Texas, vies with J. Akuhead Pnpnle 
throughout Islands as toj) disk jockey. 
Both outrate Godfrey. Here's sample 
of Lucky's j)idgiii English: "If xou no 
can say somteeiig good about nobodd) , 
more better )ou no say nottciig!" 
KPOA also broadcasts four hours of 
mainland programs shortwa\'ed from 
San Francisco daily. Established 1916, 
it's Don Lee-Mutual Networks afhliate. 

KULA, Honolulu: ABC, 10.000- 
watter specializes in block-programing: 
soap 0{)eras and allied program morn- 
ings until 12:30 p.m., solid '"adventure 
hours ' — juveniles — 6:15 p.m. to ():00 



p.m., and m\ ster\ -drama till 10:00 p.m. 
Afternoons gi\en over to Arthur (/ueth 
with 12:30 and 6:00 p.m. iie\\> report; 
\ ern Bari V Something for the Ladies 
and Hale () Kula (House of Gold ) > 
Joe Ko>e"s nuijor-lcague baseball in 
season, and Gordon Burke's sport news. 
Saturday i- all language: Japanese 
l|l'-> hours I also six hours Sunda\ ), 
two hours Filipino (plus two hours 
Sunda)>), Korean 30 minutes, (Chinese 
30 minutes. Station sa) s 35' ,' of Jap- 
anese-origin population said in surve\ 
tlie) })referred Japanese-language pro- 
grams over English, but station can- 
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tions against depending on language 
broadcasts alone. J^unday daxtinie jiro- 
graniing is language again, a? indicat- 
ed. Sunday evennig is solid block of 
news, commentators, and discussions 
shortwaved from mainland — Pearson. 
WinchcU. Taylor. Town Meeting,, 
Crossfire, and, locally, Arthur (iuctb 
as m.c. Kl LA says its block-program- 
ing is so successful olber stations are 
imitating it. 

KAHV, ]] aipaliu: Ten miles from 
Honolulu, station celebrated second 
birthday last J^epteniber. Features mu- 
sic, news, and cominnnit\ service |)ro- 
graiiis. Languages used: Japanese. 26 
hours a week; Filipino. L5 hours a 
ueek; Chinese, one hour everv Sun- 
da\ ; plus two Hawaiian music shows 
a day. a Latin American l.S-iiiiirute 
program once a week, a weekh half- 
hour Samoan program, an occasional 
I'uerto Rican musical show, and The 
Msei Hour, one-hour ueekK «bo\v 
aimed at \ ounger .Japanese-Americans. 
Sponsors are local. 

KMVI. IFailuku. Maui Island: Part 
of Aloha Network. Specializes in lo- 
cal programing with emphasis on lo- 
cal news and special events. Also 
broadcasts programs produced bv 

NOW— TV 
IN HAWAII 




IN IN 
HAWAII POWER 

Licensed for 



123kw ERP Video 
74kw Audio 

POWER IS IMPORTANT 
to reach ALL the Islands 
Although Hawaii TV is less than 
two months old, set sales already 
have skyrocketed to over 8,000. 
Reach this rich half-million popu- 
lation market with KONA, Hono- 
lulu. Complete UP, INS, Local 
News. Dumont Network. 

ASK FORJOE 



schools, churches, and other civic and 
conimunit) groups. I ses eight hour* 
Japanese weekly, three hours Filipino. 
Principal sjjonsors local. Example of 
how station of thi> type can pull: 
Larro Feed arranged to give awa) 
5.000 babv chicks to customers of 
\&H Stores. \ 50- word announcement 
was broadcast Frida) afternoon, Fri- 
day night ami Saturday morning. Be- 
fore store opened at 8:00 a.m. Satur- 
day. 1.000 customers were lined up 
outside. Entire supply of chicks was 
exhausted within two hours. 

KTOH. Lihue, Kauai Island : \noth- 

★ ★★★★★★★ 

»*Tlie jol) of the ad\ertisuig; afrenoy isi 
to bridge tiie ftap between the broad- 
ca.ster and achertiser — between the 
broadra!'ter on the one hand (who seeks 
money and programs to oj>erate his 
station) and the advertiser on the other 
(who seeks customers for his prodncts 
and services and has the money to find 
those cnstoniers.) " 

FREDERICK R. GAMRLE 
I'rfsideiil 

er Aloha Network station although lo- 
cally owned. Specializes in local pi'o- 
grams in English. Japanese (one hour 
daily). Filipino (one hour daily L All 
high school football, baseball, and bas- 
ketball games broadcast. Fishing con- 
tests, golfing, little league baseball cov- 
ered. Can it pull? Italian Swiss Col- 
ony Wine Song Contest aired on Fili- 
pino program required wine labels as 
ballots. In last six-month period label 
count averaged 1,500 a month. 

Others: KILA, Hilo. carries much 
the same programs as KPOA, Hono- 
lulu; KIPA. Hilo, is fourth station in 
Aloha Network, and KHBC. Hilo. re- 
lavs K(iMl] (CBS) programs, mixed 
with local shows. 

T<'l<'i"s.«fioH; Television has come to 
the Islands and undoubtedly will af- 
fect radio listening in and around Hon- 
olulu as drastically as it has in the 
States once the sets build up. 1\0\A, 
Honolulu, was on first — 1!! Novem[)er 
and KGMB-TV debuted 1 Decern- 
her. KOXA went ofT temporarily about 
20 November when its audio over- 
lappcfl AAl KPOA. whose power it 
was rising. But it returned to the air 
16 December and is now br()ad< asting 
from its own lower with its five K\\ 
GE transmitter ste|)|)ed up to 30.000 
watts, according to Joseph Bloom, pres- 
ident of Forjoe. station rc|) who has 



just returned from Hawaii. Station 
will soon be up to 123,000 watts. Bloom 
said, to give it coverage in the outer 
i-slands. 

KONA. which means ''southwind" 
in Hawaiian, features Webley Edwards' 
Talent Shou (he is m.c. of radio's Ha- 
waii Calls), KO.\A Kiddie Karnival, 
news, sports, DuMont Network features 
like Bishop Sheen, also Popcorn Thea- 
tre (Westerns! and Candle Light The- 
atre. Chinese and Japanese-American 
shows will be carried Sunda\s. Gen- 
eral manager is George H. Bowles. 

KGMB-T\ began with 30 big-name 
programs on its schedule drawn from 
CBS (basic). NBC. and ABC. Shows 
range from Abbott & Costello to 5/«- 
dio One and are kines or films although 
li\'e local programs are being built. 
Packard Motors has just bought the 
film-showing of President-elect Eisen- 
hower's inauguration. Film will be 
flown to Honolulu and telecast on 
Channel 9 25 January. Lambert Pluir- 
macal is sponsoring Ozzie & Harriet 
(also on radio). National Export Ad- 
\ertising Service is export agency for 
both sponsors. Maxon is Packard's 
domestic agency and Lambert & Feas- 
le) is Lambert Pharniacal's. C. Rich- 
ard Evans is KGMB-TV's v. p. and gen- 
eral manager. 

\\'^ritiug to SPONSOR of his recent 
shift to Hawaii from KNXT, Los An- 
geles, the Hawaiian Broadcasting Sys- 
tem's Wayne Kearl said: "I have been 
impressed by the Hawaiian market. 
Per capita income is high. Family in- 
come is among the highest in the L.S. 
Cars registered are terrific proportion- 
ately. Quality index is well above the 
U.S. average. Food and drug retail 
sales are considerably higher than in 
many comparable mainland markets. 
All this means that Hawaii is not only 
a land of beautv and hula girls, but 
also a modern, as well as a prosperous 
mat ket.'" 

To the tourist the "Story of the Is- 
lands'" can often be summed up in 
five words: inalihini, newcomer or 
tourist; wahine. woman; okolehao, the 
native beverage; pilikia, trouble: pau, 
finished, done, the end. 

But the agency which has discovered 
the power of Hawaiian radio and the 
richness of its markets is more inclined 
to sav to its clients: 

"Hanoli man i na la apau. Make- 
make au ia oe ianei!" 

("Having wonderful time. \\ ish you 
were here!"') * * * 
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In some countries products nrc endorsed hy the 
Cr(»\vn. and bear the arms of the royal family. 
That gives them prestige which .stimuhiles sales. 

But in democratic America our products are 
endorsed solely by the approval of the Auierican 
people, and arc identified by brand names and 
trademarks that have won esteem the hard way. 

Here every product must stand on its own feet, 
and fight for survival in the intense competition 
of the market place. 

Here there is no easy road to popularity or 
leadership— no suggestion from government as to 
what you shall buy or what yon shall pay. Under 
our brand system, which is the very keystone in 
the structure of our free economy, people can 
sci)aratc the wheat from the chaff and make their 
purchases solely on the basis of merit and appeal 
to their personal tastes and preferences. 



Our system of brand names and advertising is 
important to the American way of life for two 
other basic reasons: 

1. It develops broad niarkots for our goods, which in 
turn stinniiate vohmie produetioii. .\s a result, many 
c()n\eniences that would otherwise l)e luxuries can 
he sold at prices almost everyone can atl'ord. 

2. Brand comi)etition S])urs our manufaetunu-s to 
Sivater eiforts to please us. .Vnd this results in con- 
stant i)rodnct ini])rovement and the birth of many 
new ])r()duets to add to our comfort and liappiiies.s. 

• • • 

Getting this story across, sim])ly, clearly, is an 
important job — a task that calls for the eoin-eii- 
trated efforts of all who have a stake in the success 
of maiuifacturcrs' brand names. 
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POLITICAL COVERAGE 

[Continued from page 33) 

llie s])()iisor>. e^jiei ialK \\ cstiiifilioiise. 
\\ ttli the help of Betty Furiiess. \\ est- 
iiighou^e reall) got its name across. 
Vfter the Republican Convention, oar 
dealers l)e^an asking u*. 'What are 
}oii gin > going to do now?' " 

A large distributor, who does not 
carry au\ of the line;- advertised on 
the air during the conventions and 
election returns, told Sl'ONSOR: ""There's 
no question hut that the sales ini]Kict 
of the convention was tremendous. " 
\< often hap|)ens in hea\ ) promo- 



tional < anipaigns, the entire industry 
got a lift out of the con\ention and 
election sponsorship. The Radio-Tele- 
\ision Manufacturers Association re- 
ported that the convention and politi- 
cal campaign promotion '"un(|uestion- 
r.blv stimulated" sales of radios and 
T\ ' sets. 

In other lines, too, the sales picture 
indicated that politics was hel])ing to 
sell appliances. L|) to June 19.52, 
laundr) dr\ers were -V/( ahead of the 
{)re\ious )ear, measured by manulac- 
lurers shi})ments: by the end of Octo- 
ber, the fitrure \vas 21' f . 



herever you 
o there's 



You're riding a winner on 
WGR ... for it's the most 
iistened-to radio station 
throughout Western New 
York, Northwestern Penn- 
sylvania and Ontario 




RAND BUILDING, BUFFALO 3, N, 

Notionol Represenlotives : Free & Peters, Inc. 



ieo J. f"Fi»z") FiJzpofrick 
I. R.("/fee") tounjberiy 



Ft)r electric refrigerators, shipments 
for the first six months of 19.S2 were 
SS'^f behind the comparable period of 
1951; by the end of October, ship- 
ments were 16' r behind. Although 
the pickup in refrigerator sales began 
in June, the following convention 
nioiuh was the best refrigerator month 
of the year for the industry. Monthly 
home and farm freezer shi])nients were 
behind 19.51 for the first four months 
of 1952. .Shipments jumped ahead in 
April, remained ahead through the next 
six months. 

Since early August the TV set in- 
dustry has been enjoying a boom that 
is reminding everybody of the hish 
sales in 1950, when nearly 7.5 million 
sets were sold, a record that's not ex- 
pected to be beaten for some time.. 
W hile new TV stations (or the promise 
of them ) has sparked sales in certain 
areas, the ])ig selling figures are being 
raked up in "old ' markets. Set 

inventories dropped from 4o(),(K)0 in 
June to r,(),0()0 in October. 

The a|)iiHance industry needed the 
lift it got out of second half of 1952 
sales. While all the figures are not in, 
retail sales estimates by Eleclncal 
Merchandising magazine indicate that 
the industry will be doing well if it 
equals its ]951 figure. The magazine's 
estimate of 1952 retail sales of all 
electrical appliances, including radio 
ami TV sets, is $0,041,650,000. The 
final 1951 figure was $6,169,395,000. 

While everyone inter\'iewed agreed 
that appliance sjionsorsbip of conven- 
tions and Election Night boosted in- 
dustry sales. o])inions differed about 
the degree of help such s|)onsorsliii) 
ga\e. Some said that apjdiance sales 
were due for an upturn in the fall of 
1952, anyway: that the consumer had 
remained away from buying appli- 
ances just as long as he could and 
was returning to "'uormaT' buying 
habits. It was also pointed out that 
many of the aj)plianccs which showed 
increases over 1951 were riding up- 
ward on a long-term sales cur\e be- 
cause of low market saturation. These 
include such items as freezers, laundr\ 
dryers, and deep-fat fryers. 

As for the ajjpearance of allocations 
in ihe latter half of 1952, the industry 
has been on allocation on and off sip.ce 
the end of World War II. E\eii GIL 
whose apidiance sales slunqjed uiarked- 
1\ in 19.52, put manv appliances on 
allocation as soon as they bcgrri to 
move more briskK last fall. 

The main reason for allo<-alions are 
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There's nothing "big shot" about any of us. We don't try to give 
you a lot of statistical mumbo jumbo and big talk about our abilities 
to sell your client's products on our stations. We're the so called 
"small people" . . . the workers . . . the producers of sales. We're 
the people who work day and night to make it possible that your 
client's messages are properly directed to the millions of people wc 
serve and who depend upon us for news, sports, mystery, drama, 
music, children's programs . . . yes, for information and entertain- 
ment for every age. 



I 



WAZL WHOL WHLM WIDE 

HAZLETON, PA. NBC-MBS ALLENTOWN, PA. CBS BLOOMSBURG, PA. . 6IDDEFORD-SACO, ME. MBS-YANKEt 

. (Represented by Robert Meeker Associates). (Owned and Opeiated by Hany L Magee)^ (Represented by Edward Devney). 



1000 WATTS 




Charleston's most far reacliiflg station 



"PAL for me, in 53"! 

That's a good slogan for you tiniebuyers to 
remember, when you want to sell the Coastal 
Carolina market. 

Programming to the Negro audience (SC^c 
of the population), plus the vast group of 
people who listen to hillbilly music, WPAL 
gives a tremendously large segment of the 
audience, at rock-bottom prices. Check your 
Hoopers — and your rale cards. 

Tried-'n'-true personalities sell, and sell your 
product — all day long. 

Money's to be made here in Coastal Carolina 
— and I'm just the doggy to do it for you. 

Make your slogan: "PAL for me, in '53"! 

Happy New Year! 



G 



■" rli fi tf r«iti 

Forjoe and Company 
S. E. Dora-Clayton Agency 
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cAROLmA 



All this and Hoopers too! 
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1,000 WATTS 
SAVANNAH, GA. 

A "Dee" Rivers Station 
Call Forjoe or Stars, Inc., Atlanta 



the demands of the Armed Services. 
Last year the radio-TV industry 
sliipped civilian production \'alued at 
$1.5 billion and military production 
valued at S2.5 billion. 

ffoie the ciiicfieiife.v irere .shared: 

No detailed breakdowns of the radio- 
TV audiences reached by each sponsor 
during the conventions and Election 
Night were published by any of the 
rating services. However NBC put 
out a series of releases ^\•hich claimed 
that, based on Nielsen studies, it 
reached more homes for Philco during 
the convention than CBS did for West- 
inghouse or ABC for Admiral. 

The ^vhys and wherefores of this 
greater share of audience will prob- 
ably remain in dispute for years to 
come. It can be pointed out, ho^vever, 
that, so far as TV was coneerned 
(where NBC's audience superiority 
was most evident). NBC had greater 
station coverage. While the number of 
stations varied greatly during the con- 
ventions, NBC's telecast was generally 
carried on from 42 to 47i stations, 
while CBS used 34 to 39 (Westing- 
house also had three to four DuMont 
stations) and ABC used 13 to 13. 

One group of figures NBC released 
covered average minute audiences dur- 
ing both conventions on radio and TV 
condiined. CBS and ABC ^\■ere not 
Identified by name but there ^vas no 
doubt who the "second"' and "third" 
n.etworks were. 

Here are the figures: 

Day sessions — NBC, 3,569.000 
homes; CBS. 2..532.000; ABC, 1,143,- 
000. 

Evening sessions— NBC. 3.995,000; 
CBS. 2.612.000: ABC, 1.364.000. 

In a separate release on television 
coverage alone during the conventions, 
NBC's rating study of the Nielsen TV 
Index showed that DuMont audiences 
on an a^■erage minute basis ranged 
from 180,000 during the daytime 
G.O.P. sessions to 346,000 during the 
e^eniJlg G.O.P. sessions. 

NBC based its Election Night claims 
on preliminary figures in a 10-city 
comparative Trendex rating covering 
viewing from 9:00 to 11:00 p.m. The 
figures. NBC said, showed it reached 
more TV ^iewers than any other net- 
work with a 39'( share of audience. 

jVcarli; evertibody tttiied in; The 

total figures on radio-TV listening to 
both conventions are truly impressive 
I see charts, page 33) . They also reveal 
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OF BARBED WIRE, INCOME 



and early risers 




THE BARBED VVlUB which sings in the wind 
of the Texas Panhandle is right at 
home. Back in 18B2 one J. F. Glidden got 
tired of punching cattle all over the horizon. 
He noticed that longhorns instinctively 
seemed to give the thorny cactus a wide 
berth ?o he added harhs to the fence on his 
Panhandle ranch and barbed wire was born. 

The fence which stands around Amarillo 
is a boon to South Texans. protecting them 
from the cold North Wind. It also serves 
the citizens of the Panhandle, helping to 
make possible the largest cattle auction in 
the world, giving dudes something to cratch 
their Levis on, affording cowboys employ- 
ment nursing a million head, wearing down 
the open range, reducing the need for that 
sacred instrument, the branding iron. 

The brand KGNC — burned into the daily 
habits of a million or more inhabitants of 
78 counties in Texas, Colorado. Oklahoma. 
New Mexico and Kansas by 10.000 watts 
of po\¥er and 30 years of regional and na- 
tional progrannning — represents riches 
which dwarf even the fabulous King Ranch. 



Gross cash fa 



rm 



income for the area 



amounted to $925 million last year. 

With the highest per capita retail sales 
in the nation, Amarillo owes much to its 
vast trading area, its surrounding gas and 
oil fields, wheatlands, ranches and farms. 
Transportation hub of trans<'ontinental rail, 
bus, and air lines. Amarillo is close to the 
stuff an advertiser looks for when he wants 
business. And it helps to look for it early: 

A couple from the Panhandle, in town for 
a combination vacation and shopping tour, 
registered at an Amarillo hotel. The clerk 
politely inquired if they wanted to leave a 
call. 

"No thanks," said the husband. "We'll 
just sleep right on through till sunrise." 
KGNC signs on at 5:30 a.m. 

KGNC-TV signs on early in the spring of 1953. 
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710 KC • 10,000 WATTS • REPRESENTED NATIONALLY BY THE 0. L. TAYLOR COMPANY 



interesting listening and viewing pat- 
terns. W ith the growth of TV. these 
patterns will probably ne\er be re- 
peated in ({uite the same way, but to 
the cun\ention sponsor? they offer a 
prirner on broadcasting's power of 
penetration in U.S. homes. 

Although the conventions occurred 
six months ago, most of the material 
below has not been published before. 
For this reason, SPONSOR presents some 
detailed figures : 

In the matter of homes reached, as 
pointed out earlier in the article, nine 
out of- e\ery 10 radio homes (which 
means total l^.S. radio and TV homes ) 



were tuned in to one or both conven- 
tions at some time. The figures are 
40,186,000 listening and viewing 
homes out of 43,849,000, based on a 
iXielsen percentage of 91.6. 

According to Xielsen. there was a 
greater percentage of TV homes view- 
ing (or listening to) the convention 
than radio homes or radio-only homes. 
As chart \o. 1 (page 33) shows, the 
TV home percentage was 9.5, compared 
to 72.7 and 89.3 for all radio homes 
and radio-onb homes, respecti\ely. It 
should be noted that the 95' < figure 
is a Nielsen estimate. It shows; the per- 
cent of T\ homes which listened to TV 




WDAY 

(FARGO, N. D.) 

IS ONE OF 
THE NATION'S 
MOST POPULAR 

STATIONS! 

An in<lepen<lent survey made by slu- 
<lent8 at North Dakota Agricultural 
Colle<»«» among 3,969 farm families in 
a 22-coiiiity area around Fargo proved 
this: WDA^' is a 17-to-l favorite over 
the next station — is a 3'/2-to-l favorite 
over all other stations combined! 



NBC • 5000 WATTS 
970 KILOCYCLES 



FREE & PETERS, INC. 
Exclusive National Itepresentatives 



and radio and does not separately 
break down TV viewing exclusively. 
Howe\er, Nielsen is convinced that the 
total number of T\ homes reached by 
TV was above 90*^7. Here is how- 
Nielsen reached that conclusion: 

Nielsen knew that one radio net- 
work reached 38' y of all radio homes 
during one con\ ention. 

Nielsen also knew that all radio 
networks reached 72.7 of all radio 
homes during both conventions, or 
roughly twice as many homes (see 
Chart 1, page 33). 

•i- The Nielsen people knew that one 
TV network reached 71.6*^^ of all TV 
homes during one convention. 

Therefore, it is easy to see that, 
while it would have been impossible 
to double the 71.69t figure, the per- 
centage of TV honieb listening to TV 
must ha\ e been somewhere in the 90's. 
Furthermore, since the radio figures 
also include MBS (whose coverage 
was not sponsored by any of the appli- 
ance firms), the percentage of TV 
homes reache<l by the appliance spon- 
sors was even greater than the radio 
homes percentage than is indicated in 
Chart No. 1. 

The greater con\ention interest 
among TV homes is made clear in 
Charts 2 and 3 (page 33). Chart 2 
shows that the greatest average tune- 
in time during the coii\'entions was in 
TV homes - 28.1 hours. Note also that 
while half of the TV homes tuned in 
to radio, the a\ crage radio tune-in 
time was only 4.3 hours. Even in 
radio-only homes, the average tune-in 
lime was a little more than half the TV 
homes figure. This indicates a higher 
relali\'e exposure to commercials 
among T\ set owners. 

Chart 3 is simply the result of multi- 
plying the homes figures in Chart 1 by 
the corresponding average tune-in 
lime in Chart 2. It shows that the 
gross amount of listening and viewing 
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Radio Station Audiences by Time Periods 
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KVOO 


34 




40 


42 


"B" 


20 




22 


27 


"C" 


19 




16 


15 


"D" 


13a 
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* 




7 
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6 




5 
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Misc. 


3 




3 
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Total Percent 


100 




100 


100 


Average Va hour 
Home using radio 


19.1 




20.8 


23.7 



"a" Does not broadcast for complete six hour period and the share of audience is un- 
adjusted for this situation. 

* Not on air 

These figures are percentages indicating the relative popularity of the stations during the day. The base, 
total station quarter hour mentions, is the sum of the number of stations listened to during the periods. 
This base, divided into the total mentions of each station gives the figures listed above. 

* * * 

KVOO leads substantially in every quarter hour covered by this Pulse Report save one, and in this quarter 
hour one other station merely equals the KVOO .share of audience. 

See your nearest Edward Petry & Company office for the complete data and for KVOO availabilities. 

RADIO STATION KVOO 1 
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OKLAHOMA'S GREATEST STATION 
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HOOK ONTO THE 
PROSPEROUS / 
SOUTHERN / 
NEW ENGLAND 
MARKET. WJAR-TV 
MEANS UNDUPLI- 
CATED COVERAGE 
IN 240,000 HOMES 
WITH PERSISTENT 
SELLING TO MORE 
THAN 720,000 
PEOPLE. I 

WJAR-TV 

PROVIDENCE 



vV«oiicts"« 




in T\' homes was greater than the 
gross figures for radio-onl) homes. 

Even taking into account the radio 
hstening in TX homes, the figures indi- 
cate that the gross amount of T\ view- 
ing was greater tiiau the gross amount 
of radio Hstening. This, despite the 
greater number of radio-only homes. 

How does this listening and viewing 
compare with regular radio and T\ 
program audience levels? Total con- 
vention audience figures don't offer a 
good basis for comparison, but half- 
hour audience peaks during the con- 
vention might. Here is what Nielsen 
dis<'overed about peak convention 
audiences: 

!• For radio, during the G.O.P. Con- 
vention: 7,576,000 homes, 2:00 to 
2:30 p.m. Friday 11 July, towards the 
end of final balloting. 

2. For TV, during the G.O.P. Con- 
vention: 8,655,000 homes, 10:30 to 
11:00 p.m., Thursday 10 July, during 
the nominating speeches. 

For radio, during the Democratic 
Convention: 8,()75,000 homes, 2:30 to 
3:00 p.m., Friday 25 July, during the 
first balloting. 

For T\ , during the Democratic 
Convention, 10.161.000 homes, 10:30 
to 11:00 p.m., Friday July 25, during 
the early part of the third balloting. 

Note that the Republican and Demo- 
cratic peaks on TV were during identi- 
cal time segments in the evening. On 
radio the peak time segments for the 
two conventions were adjacent in the 
afternoon. 

riiese peak figures were attained by 
all sponsors cond)ined. Compare these 
figures w ith leading radio and TV pro- 
grams between and before the conven- 
tions. Here are some of the leaders, 
according to Nielsen: 
• During the spring of 1952, the 
leading network radio shows reached 



between 
homes. 



4,000,000 and 



,000,000 



Sufifiesiion: File 
this tiriiclc for '56' 

sponsor's article siiiiiiiiarizing 
results and audience accru- 
ing from 1952 convention 
sponsorship may come in 
handy to admen in- 1956. // 
could he used as background 
for a decision on whether 
or not to buy into or around 
convention broadcasts. 
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; TrofisniEttrng Denvsr's 
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KBTV 

CHANNEL 

9 

DENVER 



To reoch the rich, expending 
Denver and Colorodo market, specify 
KBTV . . , for soles resultsi Check these 
facts ond figures. Write for complete 
details on this productive, fast-grov/- 
Ing market 

THE GREAT 
COLORADO MARKET 

Population 1,325,089 

% Increase over 1940 , 18.0 

Total Retail Sales .. $1 ,257,095,000 
Total Urban Population. .....831, 318 

Total Rural Population 493,771 

TV Sets in Area ...99,899 

(Rocky Mtn. Elec. League— Dec. 1) 



KBTV 

CHANf^EL Q DENVER 

1 100 CAifPOkNIA • TAber MU 

Conitjcl Vour Neorerf 
Free & Peien Represeniativs 



Radio Station 



KFMB 

is 
now 

CBS 



RADIO NETWORK 

in 

San Diego, Calif. 
(550 on Dial) 



john A. Kennedy, Board Chairman 
Howard L. Chernoll, Cen. Manager 
Representee! by THE BRANHAM CO. 



ff«pr«s«rtf«J Nalionalty by 

Weed Television 
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Here in the 

San Francisco Bay Area 

(ONE OF "FIRST 10" MARKETS IN TV SETS) 




is a major advertising 
medium . . . and the 
major TV station in the 
market is 




which operates 

on Channel 4 and puts 

more eyes on SPOTS 



Most Advertisers! Rorabaugh reports that 
KRON-TV serves the largest number of ad- 
vertisers in this 3-station market 

Biggest Audience! Pulse shows that 
KRON-TV offers the greatest percentage of 
audience, day and night, and all week 

Best Shows! Pulse counts more top-rated 
shows on KRON-TV than on the other two 
San Francisco stations combined 

Clearest Coverage! The market's highest 
antenna sends KRON-TV's signal throughout 
the Bay Area market, deep into Northern and 
Central California 



ASK FREE & PETERS for availabilities... 
in New York, Chicago, Detroit, Atlanta, 
Fort Worth, Hollywood. KRON-TV offices 
and studios in the San Francisco Chronicle 
Bldg., 5th and Mission Streets, San Francisco. 
An NBC Affiliate, KRON-TV is owned and 
operated by the San Francisco Chronicle. It 
has pioneered in San Francisco TV (Channel 
4) since November 15, 1949. 
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• The Groucho Marx radio program 
reached 2,440.000 homes between the 
corneiitions. 

• ]n June 1952, / Love Lucy reached 
9.271.000 \ \ homes during one week. 

• During the spring of 19.^2. Lucy 
reaehed a j»eak of 11.000.000 homes. 

ithoiit going into detailed com- 
parisons, it is obvious that the top 
radio and TV shows ran equal or 
exceed the half-hour audience reached 
b\ one sjjonsor during the convention. 
But it is also obvious that no broad- 
cast sponsors, within such a short 
period of time as the two conventions. 



ever reached so man) people so many 
times. 

The convention sponsors had plenty 
of time to put their ideas across. Ad- 
miral had lO.T hours of T\' coverage. 
100 hours of radio coverage. Philco 
had 138 hours of TV time. 91 hours 
of radio time. As for commercials 
NVestinghouse presented 202 on T\ , 
taking up 267 minutes of commercial 
time, and 186 on radio, taking up the 
same amount of time in minutes. Ad- 
miral had 310 minutes of commercial 
time on T\ and 21.^ minutes of com- 
mercial time on ratlio. 





WSAZ-TV 

Covers the rich 
growing) 

OHIO VALLEY 

EXCLUSIVELY! 



WSAZ-TV. with HOMETOWN PROGRAMING 
(Huntington-Charleston) is viewed In this area of 
3,000,000 EXCLUSIVELY— Plant expansion at 
South Point, Ohio $12,000,000 and Government 
Building Program outside of Portsmouth, Ohio in the 
Millions . . . WSAZ-TV covers 103 counties in West 
Virginia, Ohio, Kentucky and Virginia . . . 



MARKET DATA: 1951-52 (Total Area) 

POPULATION: 3,299,300 

FAMILIES: 812.000 

FOOD SALES: $479,404,000 

DRUG SALES: $ 48,506,000 

RETAIL SALES: $1,828,557,000 
EFFECTIVE 

BUYING INCOME: $2,873,118,000 



'Source: Sales Management —"Survey of Buvmg Power" — May 10, 1952 



84,000 WATTS— CHANNEL 3 



Affiliated with all four Television Networks 



Nielsen Election \ight listening fig- 
ures are not complete but for TV 
analysis showed that 17,166,000 homes 
\iewed the returns at one time or an- 
other. This was 89.9'T of U.S. TV 
homes. The high point in viewing was 
during the half hour beginning at 9:00 
}).m. when 13.977,000 homes were 
tuned in. The figure> went downward 
after that. 

However, up to the half hour be- 
ginning at 10:30 the number of view- 
ing homes remained above 13 million. 
After midnight more than nine million 
homes were still tuned in: and at 2:00 
a.m. the count was nearl) five million 
homes. 

H7iol was learuetl? Looking back 
on the convention, the sponsors feel 
that the selling job was properly han- 
dled and effective. They don't consider 
the commercials intruded and they 
point out that, although a broadcast 
sponsor is allowed lO'r of program 
time for commercials, none of them 
used more than half of their allotted 
time quota. I See "Advertisers learned 
plenty at the conventions," SPONSOR 
28 July 1952.) 

I here was no difference in the basic 
commercial approach between the two 
conventions. There was a real effort 
made to get more variety, however, 
into the Democratic Convention broad- 
casts. Philco. which put 11% of its 
TV commercials on film, made up 42 
different commercial films for the con- 
ventions. Because all stations weren't 
interconnected, it w'as necessary to 
make 777 prints, the largest single TV 
print order up to that time. 

With its 24 products advertised dur- 
ing the convention, Westinghouse used 
28 different live connnercials with 
Betty Furness plus 26 different flip 
card commercials. Admiral sought 
variety by indoctrinating the an- 
nouncers in Admiral sales lore and 
letting them speak extemporaneously. 
It worked well during the G.O.P. con- 




oing to Hollywood? 
nt to see television 
duction facilities that 
have been dreaming 
ut? 

, Just drop in on the 
Telepix building 



1515 N. Western Ave., Hollywood 
155 E. Ohio Street, Chicago 



HUNTINGTON, W. VIRGINIA 
represEited by the mi AGENCY 
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ONLY A COMBINATION 
OF STATIONS CAN 
COVER GEORGIA'S 
MAJOR MARKETS 



THE 



MACON 



WMAZ 



1 0.QQOw 

CBS RADIO 




ATLANTA 



represented 
individually and 
|OS a group by 

THE K AT Z 

NEW YORK CHICAGO 



the TRIO offers 

advertisers at 
one low cost: 



CONCENTRATED 

COVERAGE 
• 

MERCHANDISING 

ASSISTANCE 
• 

LISTENER LOYALTY 

BUILT BY LOCAL 

PROGRAMMING 
• 

DEALER LOYALTIES 

in 3 mofor markets 



AGENCY, INC. 

DETROIT ATLANTA DALLAS KANSAS CITY 



LOS ANGELES SAN FRANCISCO 




HEARING 

IS 

BELIEVING 



Central Ohioans buy brand 
names associated with favorite 
radio personalities. Loyal, yet 
ever-ready to try something 
new, Central Ohioans, ly^ mil- 
lion strong, make up a billion-dollar market for old and 
new products. 

Reach this 24-county market area through WBNS Radio 
— Central Ohio's only CBS outlet. The top 20-rated pro- 
grams round out a balanced schedule which attracts loyal 
listeners who hear . . . believe . . . and buy! 




ASK JOHN BLAIR 



WEtt - 5.000 
¥rELO-F)*— 53.000 
COLUMBUS. OHIO 



OOUET 



BIG AGGIE LAND: 



No 

City 

Limits 



WNAX — 570 
Yankton-Sioux City 



Represented nationally by 
The Katz Agency 



COMPLETE BROADCASTING 
INSTITUTION IN 



l^icliniond 

WMBG 
WOOD 
WTVR 



-AM 



-FM 



-TV 



CBS Radio 



Fifst Stations of Virginia 

V/TVR Bl.ir TV Inc. 
WMBG TKe Boiling Co. 



clave and Admiral continued the tech- 
nique during the Democratic one. 

Neither the sponsors nor networks 
can see now how they could have cov- 
ered only the highlights of the conven- 
tion rather than the entire picture. 

Adman Ritenbaugh, speaking for 
XW'stinghouse, said. "It is our feeling 
that the impact of the conijilete cover- 
age was beyond description. The 
thousand? of letters received during 
and after the conventions bear this 
out. The people were thrilled by even 
the smallest incident. How could you 
broadcast just the highlights when 
some of the by-play, such as the 
liomany I roll call I incident during the 
G.O.P. Convention, the fire episode 
during the [)emocratic Convention, 
and hundreds of others, were as great 
a part of the over-all picture as any of 
the major speeches." 

Ritenbaugh also de<;lared that par- 
ticipating sponsorship would have 
been a mistake: "The audience for the 
con\ention broadcasts and telecasts 
fluctuated greatly during each day. 
The millions of people who followed 
the convention proceedings certainly 
did not make up a static audience. This 
changing audience would seem to stop 
any argument for a shared sponsor- 
ship. There would undoubtedly be 
confusion in the minds of people as to 
the sponsor of a program such as this 
if they would have seen or heard many 
diflFerent kinds of commercials." 

As for the networks, here is what 
they learned from the conventions: 

TV equipment has to be made 
smaller and more portable. Radio still 
has the edge in the setting up of re- 
motes. However, in one instance, an 
XBC television crew set up equipment 
in the Blackstone Hotel ready for tele- 
casting 37 minutes after a call was put 
in to the crew in a garage four miles 
away. 

The 1056 conventions will see 
more emphasis on the manpower side 
and less on the technical side. There 
will probably be more interpretation, 
more coverage of events taking place 
outside the convention. 

'i- \( tual jjroduction costs for such 
events as con\entions have probably 
reached a <ciling. 

The top problem in 1956 will be 
to present a tighter, clearer, and more 
deftly dovetailed presentation. This 
could entail a comjdetely revolution- 
ized technique of convention proceed- 
ings in the planning of the two major 
political parties. * * -k 
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Nobody needs a slide rule to prove 
that most advertising costs have 
gone up in the past ten years. But 
sometimes people overlook the fact 
that advertising values have also 
zoomed upward! 



And more than ever, 
RADIO serves you the biggest slice 
of ADVERTISING VALUE 



Radio now delivers the biggest audiences in history. 

Yet the cost of using radio has increased far less than 
any other costs in the advertising business! Here's an 
illustration — 




It now takes $206 
to buy engravings 
that cost $100 
in 1942 




BUT it takes only $114 to 
buy time that cost $100 in 1942 
. .on KYW,the50,000-watt 
Westinghouse station that 
dominates the rewarding 
Philadelphia market area 



In six of the nation's leading markets, Westinghouse 
stations provide unbeatable advertising coverage., at 
a cost-per-listener that makes every dollar count., 
for more! 

WESTiNGHOUSE RADIO STATIONS Inc 
^ WBZ . WBZA • KYW • KDKA • WOWO • KEX • WBZ-TV 

National Representatives, Free & Peters, except for WBZ-TV: for WBZ-TV, NBC Spot Sale* 
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500 TV STATIONS 

( Continued from page 25 ) 

them in juicing "new" T\ niaikets: 
A? eat li new T \' station joins a net- 
work, the a\eiage cost for a Class "A ' 
hour will be somewhere between $150 
aird S2l)0 gross, depending on the size 
of the market. This j)rice is set. at the 
moment, by the simple eeonomie> of 
station operation and the fa< t that the 
outlook is for fast set growth in the 
newest TV areas. 

With a halfdiour TV time slot likely 
to cost o\'er $16,000 per week on a 



"full ' network of the near future, it's 
only natural that many agenc\meii 
have gasped in alarm, as they mea- 
sured these figures mentally against 
their client's pf>cketbooks. 

At the same time, the TV networks 
are aware of the limitations of ad\er- 
tising budgets. "We wouldn't dare in- 
sist that network TV advertisers carry 
e\ery station on the network, a CBS 
TV official told SI'O.NSOR. "We'll jirob- 
ably set a "basic' network of perhaps 
70 or 75 stalit)ns. co\ering the sanre 
nunrber of top markets, and arrange 
the others in groups of supplenien- 




WHADDA YA MEAN. RABBITS? 



These, my friend, are CHINCHILLAS . . . the in-the- 
money bunny . . . the aristocrat of the rabbit world. We 
dug up this photo because it's a perfect illustration of 
the WIBW audience. 

You see, we're a farm station. Always have been. As 
a result, WIBW is the station that Kansas farm families 
have always listened to most*. And when it comes to 
spendable income, WIBW listeners are the aristocrats in 
this area. Twelve consecutive years of wonderful crops 
and high prices have taken care of that. 

CASH IN on this known buying power and known 
listening preference. USE WIBW! 

*Kansas Radio Audience 1940-52 



Strvlng ond Selling 

'THE MAGIC CIRCLE" 

I I Dep.: Copper Publicolioni, Inc, • BEN lUDV.Cen Mgr.- WIBW • KCKN 




taries. Down at the end of the list 
there may well be 'bonus' stations who 
will be happ\ enough to carry big net- 
work shows without charge in order 
to attract audiences.'" 

Indeed, most adinen feel, the only 
wa)' the major networks will be able 
to oj)erate is through a very flexible 
selling plan. There is likeK to be more 
use of regional TV webs, partial net- 
works and a gootlly rmmber of shared- 
sjjonsorshiji or alternate-week arrange- 
lucnts. 

There are, ho\\e\'er, some distinct 
agenc)' hopes for market-by-market 
rate reductions in TV — despite the 
booming growth of networks. Many 
of the largest TV areas — such as Buf- 
falo, Pittsburgh. New Orleans, St. 
Louis, etc. — are one-station cities. On 
the FCC's time-table, these markets 
will ha\ e more TV stations moving in 
shortly. Then, adinen feel, the "old" 
stations will start offering fancy dis- 
counts as the competition starts to get 
much tougher. Some of the sa\ings 
here, both in terms of what networks 
will ask for the "old" station's time 
and what the station will have on its 
spot rate card, w ill help greatly in buy- 



Pill Up Sheet 
YOUR EVERYDAY GUIDE 
TO CURRENT SONG HITS 

Tlie broadcaster faces a 
daily ctiallcnge of providing 
the best in recorded musical 
entertainment. 

To tielp meet ttiis ctiallenge 
BMI issues its monttily "Pin 
Up" stiect of BMI-licensed 
songs wtiicli can honestly be 
classed as Hit Tunes. 

Most broadcasting stations 
keep the BMI "Pin Up" sheet 
prominently posted as a con- 
venient reference. Complete 
record information is pro- 
vided, as well as a handy cal- 
endar listing dates and events 
important to broadcasters. 

// youd like your onn 
personal copy — vrite to 
BMI Promotion Dept. 



BBOADCAST MUSIC, INC. 

SeO FIFTH AVE., NEW YORK 19 

NEW YOtK ■ CMICAOO • HOUTWOOB 
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Here's the REAL pitch 

on radio^ in Kentucky! 

When you strip it of all the fancy talk, the Kentucky radio story 
boils down to this: 

55.3% of the State's total retail sales are made in 
Metropolitan Louisville and its satellite markets — 
a concentrated area covered daily by WAVE, alone! 

With 5000 watts (and 5000-tvatt rates!), WAVE gives you this 

important majority, plus a big hunk of Southern Indiana 

with another quarter billion dollars in effective buying income! 

The show's going on, noiv. Join the other smart advertisers — 
step right up and get a front-row seat with WAVE ! 



5000 WATTS 



NBC 



WAVE 

LOUISVILLE 




Free & Peters, Inc., Exclusive National Representatives 
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Independent 
Retail Grocers 
in Baltimore soy: 

WFBR's 

the station for us I 



Every year since 1936, the 
powerful Independent Retail 
Grocers Association of Balti- 
more has turned to Baltimore's 
promotion-minded, know- 
how station, WFBR,to make 
sure their Annual Food Show, 
held at the Fifth Regiment 
Armory in Baltimore, goes 
over with a bang. 

Every year WFBR has thrown 
the full weight of its promotion, 
programming, merchandising 
and production departments 
behind this great food event. 

The result? Every year, bigger 
crowds, more exhibitors, better 
displays— and firmer loyalties, 
friendship and cooperation be- 
tween the 2765 members of the 
Independent Retail Grocers 
Association and WFBR. 

For real showmanship, solid 
merchandising and active, 
day-in, day-out promotion, ask 
your John Blair man or write, 
wire or phone . . . 



iiig "new" television markets. 

Such savings, of course, won t alter 
the ujjward trend of over-all costs. As 
a result, nianv a top advertiser today 
is asking his agency, quietly, if the 
game is going to he worth the j)rice of 
admission. 

On a matlieniatical hasis, the answer 
seems to he a cautious "yes." Sidney 
Dean Jr., v.p. and director of mar- 
keting services of IVIcCann-Erickson, 
recently stated to the ANA: 

"By dividing the iiumher of poten- 
tial television homes by the cost of 
commercial time. cost-|)er-l,000 net 
television homes Ilo^\ stands at 3(><i in 
the original 63 television markets. By 
Deceniher ]').i4. the projection indi- 
cates a decline to ap])roximately 5()<*. 



• •Adverlisers ^IlOllI<I^"l on<Ic>r*<> llic i>rin- 
oiple of 'roI)I)ing; I'eler lo pay I'aiil.' 
riiiaiiciii^ lele\isi«n at llie expense of 
oilier media.** 

J. L. VAN VOI.KKNIU'RG 



P 



CBS TV 

an \\^/< reduction in the cost-per- 
1,(H)() net homes, hy the NBC defini- 
tion. If they could he conij)uted on a 
gros.'i hasis. they would be substantially 
lower. 

"By applying the projeined rates for 
the 62 ne^\ television markets to the 
gross potential audience of the 18.000.- 
000 homes," Dean added, "the pro- 
jected cost-per-1 ,000 gross television 
homes becomes 44(* bv December 
1954. While this is a valid measure- 
ment of the potential cost for non- 
simultaneous s]jot time in these 62 
markets, it cannot he compared with 
the above cost of the 1,000 net homes 
in the original 63 markets." 

(NOTK: In the statement above. 
Dean refers to "net" homes as opjjosed 
to "gross." Phe "net" TV^ audience is 
the total potential viewing homes at a 
given moment of time, since there are 
some dujjlications and overlaps in the 



63 "old ' TV markets. "Gross" audi- 
ence is the technical sum of all the 
audiences of all stations in these 
areas.) 

An interesting qualifier to such pro- 
jections was made to sponsok by one 
NBC TV executive. By his calculations, 
the simple "circulation" cost figures 
( net costs vs. jjotential audience) for 
the video web is .Sl.67-per- 1.000 

for a half-hour evening slot starting 
January 1953. By early 1955, this 
figure will have dropped, the NBC maji 
believes, to about Sl.oO. 

Key points for admen: As TV net- 
works grow, desj){te possible savings 
here and there in one-station markets 
that have become more competitive, 
the time costs will rise. Mew stations 
may come on at an average cost of 
S150-S2()0 for a Class "A" evening 
hour, gross. Ultimate size of each of 
the major national TV webs may be 
about 125-150 outlets, starling at a 
"6rtsic" list of perhaps 70 and working 
down through groups of supplemen- 
taries. And, although TV networks 
will cost more, they will reach so many 
more people thai the costs-vs.-circula' 
tion figures will drop. 

Effects oil other ud media: Since 
large-scale TV is going to be an ex- 
pensive item, admen are naturally curi- 
ous about the long-range effects of TV 
on other media, particularly radio. 

Most agencies feel today that radio 
will continue as a useful, active adver- 
tising medium when TV reaches near- 
national size in a couple of years. 
However, radio — particularly night- 
time network radio — may find its pri- 
mary use by the larger TV ad^■ertisers 
of 1955 in a "complementary" role. 
That is, radio will be used to fill in 
the gaps of TV at night. During the 
daytime and early morning radio will 
hold a good deal of its audience and 
its re^enue, the admen interviewed by 
SPONSOR predicted. 

Independent radio stations, particu- 




Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen , we can produce all types of 
stop-motion, full animation ondTV slides! 
. . . Send in your Storyboards for quotes. 



fiimCK SJUDiOS f328 SOUTH WABASH AVE,. CHICAGO 
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NORTH CAROLINA IS THE SOOTH'S NOMBER ONE STATE 
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larly those who have developed loyal 
folhnvings in the face of T\ competi- 
tion—like \ew York's WINEW and 
W'QXR, are likely to fare well. Big 
powerhouse stations and the clear- 
channel radio outlets — who have sub- 
stantial audiences among TV and non- 
TV families in video areas, and in the 
non-TV families outside the TV cur- 
tain — are also good bets for the future. 

( Interestingly, Y&R recently com- 
pared costs-per-1,000 in a major TV 
market to determine this. A spot radio 
campaign on a major 50 kw. station 



was matched with a spot campaign on 
a series of smaller, outside-the-TV-area 
stations. The big station won in a 
walk. Cost-per-1,000 homes on the 
large station was about Si. .50; on the 
series of small stations surrounding it, 
the costs averaged $.5.10 I. 

Of the two other "indoor" media — 
newspapers and magazines — news- 
papers are likely to he affected much 
less than magazines by the growing 
size of TV. Research studies — such as 
those prepared by V&R and the Hof- 
stra Study of \BC TV — have shown 



SELL MORE IN THE 

SOUTH'S No. 1 State! 



" Came/ 




that newspaper readership is dented by 
TV in a video home, but it isn t much 
below the level of a non-TV home. 
Magazines, on the other hand, are 
much harder hit. 

Key points for admen: TJ has al- 
ready had a deep effect on other ad 
media, in the next few years, its effect 
will be even more pronounced. Admen 
predict today that nighttime radio may 
drop to a "complementary" media role, 
and be used to fill in the chinks of TV 
coverage. Daytime and early-morning 
radio may be more durable. Indepen- 
dent radio outlets, and powerhouse ra- 
dio stations will have the best chances 
in an era when the U.S. map is dotted 
ivith .500 or more TV stations. Maga- 
zines will be hit harder than news- 
vapers by the growth of TV, admen 
feel. There are ceilings to ivhat any 
large manufacturer can lay out for ad- 
vertising budgets. Therefore, TV is 
likely to fall heir to a good deal of 
money which might have been ear- 
marked for radio or print media — 
but only where TJ' proves itself a 
better buy. -k -k -k 




CLEVELAND'S 
STATION 





5,000 WATTS— 850 K.C. 
BASIC ABC NETWORK 
REPRESENTED 
BY 

H-R REPRESENTATIVES 
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GIRDLES ON TV 

{Continued from page 30 I 

how tlie girdle would fit her. Although 
this film was acceptable to the network, 
it never actually went on the air, 

i\BC TV's policy on intimate wear- 
ing apparel is representative of the 
television industry: Demonstration of 
such articles is permissible only when 
it is not shown on a live model. 

Recalling the early clays of T\\ 
Stockton Hellfrick said, "We ha\e 
found that our audience objected to 

I seeing women's thighs exposed on the 
TV screens. Today we observe a ban 
on the traditional can c an costume as 
well as on commercials that might of- 

, fend audiences in any |)art of the coun- 
try. Audience reaction coupled with 
good taste has guided our polic) 

Grace Johnsen, director of ABC's 
•continuity-accej)lance departnieut, af- 
firmed Stockton Hell f rick's ideas on 
the subject of what can safely be shown 
on video and what might arouse ad- 
verse comment. She recalls a 60-sc*c- 
ond film commercial by the Rexie ac- 
count a couple of years ago. This film 
■ < used the ''To|)per" film serit>s tech* 
nicjue of having the model's body fade 
out and showing only the girdle and 
jewelry. However, e\en at that, views 
of the girdle on the form of the invisi- 
ble model were from stills, not action 
shots. No one objected to this han- 
dling of the subject. 

Another acceptable way of advertis- 
ing girdles or brassieres on ABC I V is 
in the femcee's or model's hands, while 
she points out its advantageous fea- 
tures. This policy towards intimate 

' wearing apparel was established on the 

' network from the start. 

In 1950, however, ABC's Grace 

I Johnsen decided that following the 

I rules blindly was a mistake. "We de- 



cided to judge each case according to 
Its own merits," she told si'oNSOK. In 
line with this outlook, AB(] accej)ted 
the Maidenform Brassieres account two 
)cars ago, and |)roduced one of the 
earliest li\'e TX commercials showing 
a li\'e model in a bra. (See "How times 
ha\'e changed!" 4 December 19.50 
SPOiNSOH.j Of cour-^e, the c()|)y ap- 
|)roach, setting, and action were dig- 
nified ancf subdued. The nH)clel didn't 
walk in her deshabille, though an in- 
troductory shot did show her in the 
highly publicized dream secjnence 
Maidenform uses in its blark-aiid-white 
advertising. This commercial was 
shown on the Fai'lh Baldwin Theatre 

★ ★★★★★★★ 

*'Tlie Aiherlisiiijc Kosearoh Foii iicialiuii 
loilay is truly a Iriparlilo organization. 
Now, ailvorliscrs, agencies, aiic) nieciia 
all are subscribers and ihey are all 
ec(uany represented on the Hoard, and 
1 think that is what makes the Founda- 
tion strong; today," 

p:d(;ar kohak 

President 

Advertising Researcli Foundation 

of Romance over the ABC T\ network 
from January 1951 through July 1951. 
Saturdays 12:30 p.m. to 1:00 jj.m. 
with both good results and favorable 
rciactions. 

CBS TV has a firm policy against 
use of live modcds wearing girdles or 
bras. The only girdle account which 
the network ever acc epted was the I'la) - 
tex girdles which were advertised about 
a year ago on an early afternoon Avom- 
en's program. Fashion Magic. The 
show opened with a still of the famous 
I May tex photograph that is used in 
their black-and-white media advertis- 
ing — the one showing a girl in a l'la\- 
tex garment as she leaps and dances. 



Superimposed o\ er tlii> ^till was the 
title of the |)rogram. During the ac- 
tual c.onunereial. the garni(>nt was iie\ - 
er shown on a li\c model. Vet e\en 
under these < ircunistances, the film 
might not ha\e been accepted hv the 
network had it been planned for a later 
hour when the audience coin|)osition 
might be less e\( liisi\ el\ female. 

I^dwin Saulpaugli, head of DuMont's 
eontinuit) -acceptance department, re- 
calls oni\ one girdle account that was 
ever carried on [\m network. The gar- 
ment was shown on a women s pro- 
grain by Kathi iNorris, who took it out 
of a package, held it up. and connnent- 
ed on it. It was, however, never shown 
on a live model. J)uMont feels tiial 
showing the garment on a dunnu) form 
would be accej)tabk-. but the ncHwork 
goes along with majority opinion on 
the subject: Li\e models are out. 

Sarong's new 20-S(K;()n(l commerc ial 
film sc^ems to have oxercome tlu; ban 
to the satisfaction of contiiuiit\ ac- 
ceptance of the nets with whom thev 
clieckc>d. However, individual stations 
are still free to make th(>ir own de- 
cisions. 

This prohlcmi of dc>aling with "deli- 
cate' subjects on television has faced 
manufacturcsrs of such items as laxa- 
ti\'es, wonum's intimate apparel, lirjuor. 
toilet {)aper, in fact an\ nund)er of so- 
c;alled "unmentionables ' since TV bc^- 
gan I see 3 \o\ end)er 1952 sponsor. 
|)age 22 1 . However, this hurdle, fai 
from suppressing creativeness, ha- 
stimulated film producers and c()p\- 
writers to greater ingenuity and origi- 
nality. B) intelligent awareness of the 
rules of good taste, man) an ad\erliser 
has found clcner. interesting, often ar- 
tistic wa) s of |iresenting his product on 
tele\'ision without embarrassing the 
viewers and \et at the same time with- 
out losing any of his sales points. * * * 




This is WHDH's John Day! 

Outstanding News Editor, Analyst, Announcer 



One of the outstanding WHDH 
personalities who is selling your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 



Subsidiary of the Boston Herald-Traveler Corp. 



WHDH 

50,000 WATTS 
BOSTON 

See Your John Blair Man. 
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]Mr. Colicu Williams, President of IMartlia White IMills, 
Inc., says, "WLAC alone clicked my self rising corn 
meal into first place. When I ^as shown a survey plac- 
inj; Martha White Self Risinjj Corn IMeal in top place, I 
was amazed ! When this can he done hy nsinjj only 
WLAC, 15 iniiintes a <lay, and Boh Jeiiiiiiij;s, I wonld 
say that WI^AC is a sales clivkiug station." 

When WLAC Clicks,,, Its Audience C/icks,TOO! 

Whether we are sellinj;; corn meal, work clothes, frozen 
foods . . . or any oilier iiiercliaiidise . . . WLAC Froj;raiiis 
with Personalities hold and SELL radio listeners. . . 

The Nashville SALES Power Station 

CBS RADIO 50,000 WATTS 

Nashville, Tennessee 

For further information contact The Katz Agency, Inc., 
National Advertising Representatives 

SPONSOR 



MEN, MONEY 

{Continued from page 6) 

S2,163,419 in taxes, the net profit 
(ending 30 September) was S2.()()9.- 
307. equal to $1.50 a cominon sliare as 
against $705,610 j)rofit the year be- 
fore, and 37<* a share dividend. 
» » « 

Short memories being what they are 
in life (and in business) il is worth 
recalling that possibly the greatest all- 
tinie creator of sales "franchises" has 
been radio. Think of half a dozen 
soaps, Pepsodent, Lady Esther. Dr. 
Lyon's. Raleigh Cigarettes, Carnation 
Milk, Wrigley Gum, Jell-O, Fitch 
Shampoo, 20 Mule IVain Borax, 
Household Finance. I'hillijis Milk of 
Magnesia. Luden's Cough Drops, John- 
son Wax, such paints as Acme. Cook, 
Moore, International Silver. Alka-Selt- 
zer. Chase & Sanborn coffee. Real Silk, 
Jergens. What is their debt to radio? 
At at guess, incalculable. 

* 4f « 

The "franchise" pa) s off in qui<-k 
capital gains, or in year after year 
market strength. As an example of 
capital gains think back to the two 
Harris Brothers, merchandising wiz- 
ards, bringing Toni colrlwave up from 
nowhere to a sellout for .S20.000.000 
to the Gillette Safety Razor peo])le. But 
the trademark franchise when j)roperly 
engineered has a durability beyond 
gold mines, which can peter out, and 
j)ersonal genius, which can go stale. 
Not by happenstance is Procter & 
Gaiidde, a franchise of franchises, able 
to set aside large sums for market re- 
search and — most significaiU of all — 
experiments in new entertainment 
techniques. They know well the payoff 
built into a well-plainied new pro"?uct. 
or new programs to help forced 
draught old franchises. * * * 



RADIO RESEARCH: 1953 

{Continued from page 2('>) 

likewise the area of out-of-home listen- 
ing. 

With the pressure from T\' mount- 
ing, radio's crj that it is being shoit- 
clianged by some of the rating services 
ha^ assumed a more strident note. 
y\dding fuel to tiie demand that such 
ser\ices do something abf)in revising 
their audience-counting systems is the 
intTeasing tendency among some ad- 
vertisers to let ratings alone goNcrn 
the decision on whether or not to can- 
cel or renew a contract. 

Radio stations cite such actions by 
ad\ertisers as justifying the charge 
that their future is at the mercy of 
antiquatefl rating systems and the con- 

*'Jii»t because aii advertising dollar 
(liiriii;; a recession cannot hriiig in tlio 
same amount of sales it does dnriiig 
Urosperitv — it is not a bad dollar. It 
may be tlie !i>esl advertising dollar ever 
spent in terms of checking recession." 

JOHN l\ CIJNININGHAM 
Chairumn of the Board 
Cunningham tt IValsh. Inc. 

★ ★★★★★★★ 

fusion accruing from the varying 
methods of all the rating services. A 
step toward correcting this condition 
is the four-committee j)roject of the 
Advertising Research Foundation. With 
Dr. F. L. Deckinger of Biow as gen- 
eral chairman, these committees are 
trying, in summary, to find out what 
would be the ideal rating method. 
(Members of the connnittees have al- 
ready droj)ped hints that they're not 
getting the warm cooperation they had 
anticipated from the rating services.) 

In the opinions of complaining ra- 
dio stations, this ARF project is all 



right but it isn't exactly what they 
want. Tlie\' Iwok upon it as a long- 
range scheme; what they would unjch 
prefer is (pii<'k action on the jjart of 
the leading rating ser\ ices. The latter 
have iiidirati'd that they are giving 
serious lliought to more detailed meth- 
ods of home sampling but say they 
aren't ready to talk about when. 

Comments fathered by SI'O.NSOK in 
the course of its sur\ey are j)retty well 
convinced that the traditional ways of 
meaajring radio are in need of over- 
hauling. The disposition is anything 
but one of tr\iiig to cover up past 
"sins"; rather theie is an a\vareiiess of 
the necessity for measuring the radio 
picture in all its dimensions, 

Ihe si'ONSOK survey, as it will be 
noted from the rundown of what each 
firm is doing, found that it was a little 
too early to get the complete research 
picture for 19.53. Some organizations 
explained that they had several proj- 
ects either w'raj)ped up or in the draw- 
ing-board stage but policy dictated 
they refrain from making statements 
until these plans had been approved 
by the pro})er authorities and the nec- 
essary buflget put through. 

Station reps loom more important 
in the radio research jjicture with each 
passing year. As-ociated with consis- 
tent activity in the field of radio re- 
search are such rep organizations as 
CBS Radio Spot Sales, John Blair & 
Co.. the Katz Agency, and the Henry 
1. Christal Co., which just recently in- 
duced seven major radio stations it 
represents to have Alfred Politz do a 
jointly sponsored study for them on 
how many and what kind of people 
radio influences. 

Here is a compaiiy-hy-company sum- 
mary (in alphabeti<al order) of what 
the SPONSOR survey found was sched- 
uled in the wav of radio research 




This is WHDH's Curt Gowdy! 

The Voice of the Boston Red Sox — Top Sports Personality 



One of the outstanding WHDH 
personalities who is selling your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 



Subsidiary of the Boston Herald-Traveler Corp. 



WHDH 

50,000 WATTS 
BOSTON 

See Your John Bloir Man 
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among networks, lesearcl 
tions, and trade groups: 

A^BC: Is considering a number of 
radio studies but the plans liaxen'l 
been crystallized enough to discuss 
them. 

^liiierieoii Hvs«'avch Stnri'tin: 

Has developed some new methods of 
measuring radio which have been test- 
ed in the field. One of them involves 
the problem of measuring multiple-set 
listening. Director James Seiler say- 



his teclinique for measuring listening 
on a person-b) -person basis rather 
than on the basis of a family unit will 
go a long way toward filling up this 
particular research gap. ARB is also 
expanding its techniijue to match up 
the products on the pantrj shelf with 
the family's radio listening history. 

Adwrtisiitfi Itt'st'areb Ftmntla- 
lion: Its four-subconmiittoe study of 
rating methods will get fully under 
way this month. The No. 1 task is the 
autlitina of tlie various services, w ith 




You can't cover Indiana's #2 
market from another state. 

Our rates are local and include 
complete merchandising distri- 
bution and promotion assistance. 

We serve 400,000 loyal listen- 
ers in Negro, rural, industrial, 
and four nationality groups. 

Only the Gary Sales Plan sells 
Indiana's second market. 

Call us without obligation. 

Gen. Mgr.-WWCA 



WWCA 



Gary Indiana's^ 
No. 2 Market 



10 kw 



ARF men going out into the field with 
rating service operatives to observe 
procedures. Also entailed in the study 
is. as Biow's Ur. Deckinger phrases 
it. "putting the measuring stick to the 
reasons for the different methods used 
by the rating services" and eventually 
determining where each service falls 
short of the "idear' rating techniques 
that one of the subcommittees is dele- 
gated to recommend. How will all this 
help radio? According to Dr. Deck- 
inger. it will eliminate some of the 
confusion that stems from trying to 
analyze radio by means of rating ser- 
vices, and the advertiser will then be 
in a better position to evaluate the true 
dimensions of radio. 

Krondeast Advvrtisittfi Itureaii: 

This organization has many research 
projects planned. Here are a few of 
them: (ll e.xtension of its car-radio 
studies in which it will do sampling of 
cars on the road in eight markets of 
from two million jjopulation down to 
L50,000 and measure the number of 
cars on the road at various periods of 
the day, from 7:00 a.m. to 8:00 p.m.; 
12) expansion of its studies of multi- 
ple-?et listening with emphasis on the 




KWJJ 



Gives your 

LOCAL 
OUTLETS 

LOCAL 
RATES 



With KWJJ, National Advertisers can 
take advantage of Local Rates. Your 
nationally advertised product, when 
local retail outlets are used as the 
advertiser, is entitled to local rates. 
KWJJ's sales staff will be glad to help 
you in lining up cooperative advertis- 
ing with retailers on this money-saving 
plan. 

OREGON'S 

"Wo^l Po..erfJ" 
Independent Station 

1011 S W. 6th Ave. 
PORTLAND, OREGON 

National Representatives: Weed & Co. 
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kitchen radio; l3l extciisicjii oi i[> 
cumulative Nielseti audience studies 
tlirougli wliicli it measures liow nian\ 
radio listeners are rea<'lie(l willi a regu- 
lar program series in I lie course of a 
day, week, month, or llire(>-niontli 
period, including T\ areas; (4l a 
special projet^t to study intensely the 
pattern of radio listening at night in 
TV homef and at the same time <'li(X'k 
on the proporiionate attention shared 
with TV, magazines, and newspapers: 
(5) continuance of P)AR-financed AR- 
BI studies to measure sales efTective- 
ness and dollar volume produced by 
radio as against nev\S])a|)ors at the 
point-of-sale. So far the studie? have 
been confined to departnu iit stores and 
food chains (among them the Kroger 
Co.) but earl) 1953 plans call for add- 
ing drug chains to the list, ^^aster- 
niinding these j)rojects is Kevin H. 
Sweene\, v. p. in charge of jironiotion 
and research. 

CBS Kad'ut: Has a number of proj- 
ects in the planning stage which it 
would prefer to keep under wraps. In 
any event, it expe<'ts a busy research 
year, especially when analyzing the 
whole network picture in liglit of the 
coverage data now being funneled to 
the nelwork by the Standard Audit & 
Measurement Service. 

C. E. Hooper: Apparently the only 
developments that might come under 
the heading of "new" is the broaden- 
ing of Hooper's Mediaiueter studies. 
Hooper here uses his coincidental tele- 
phone technique to de'ermine the min- 
utes of use dail\ of the four media — - 
radio, TV. newspaper, and magazines. 

MBS: Most (jf its projects for 19.5.'') 
are still in the planning stage. How- 
ever, the network will do a lot more 



expanding of the data it collected for 
its stud), "Xon I N y\merica,"' which 
it released in the fall of 1952. It will 
|)robabl) supplement this study with 
one along the lines of " TV^ AiiK^rica." 
which would focus on multiple-set and 
out-of-honic listening. 

\BC: Has a nunil)er of what it con- 
siders important pr<ijc(ts lined up for 
the next few months, hut the one big 
cliie<:tion its efforts will take is the 
selling of advertisers on the idea of 
supph uienling their TV hookups w ith 

*4Giv(' the farmer a good product, goofl 
!,er>ieo, and fair IrealmcMit and vou'H 
have a rn>toiner wlio will stay with you 
in gt)od times and had, and even from 
g;<-nerati4)n to generation. The farmer 
is a good hnyer when he has money or 
sees the prospect ahead for making 
money. The farmer is the most k)yal 
cnstomcr that has ocr hccn seen. He is 
an indivi<hiaHst. lie is a risk-taker. He 
is a businessman." 

THEODORE li. HALE, V.P. 
Intcrnutional Ilarrpslcr Co. 

a radio network. With the aid of the 
radio circulation data it has bought 
from Nielsen, the \BC research de- 
])artnicnt ex|)ects to build a document- 
ed story showing that there are enough 
unduplicated homes to make a radio 
network almost a "must" for a nation- 
al advertiser already u ing a TV net- 
work. The basic premise of this argu- 
ment is that a TV home should not be 
considered a dead loss to radio circu- 
lation at right, since at some times 
during the course of a number of eve- 
nings people in that TV home are 
bound to listen to radio. I^ike other 
organizations. NB(" will ?o i-i heavily 
for studies that deal with out-of-home 
and multiple-set listenina;- h will also 
extend its s'ud'es on meaniring radio's 



sale> etlei ti\ eness along the lines of 
the "Radio Hofstra " it revealed to tlu 
trade last Sejjteinber. 

A. C.Molson: Is carefull) exannii- 
ing its existing samjile of radio homes 
in the ligiit of data on multiple-set 
homes it gathered in the course of its 
19.52 coxeiage >tud\. I here is a prob- 
abilit) that il will change this Audi- 
meter sam|)lc to meet the incidence of 
multi-sets. During 1952 Xielsen ma) 
also launch a Mels(?n ("oxerage Stud) 
\o. 2. This will largel) (lejX'iid on tlie 
demand tlieie is for it. 

I»iil.s-f; Will expand all of its out-of- 
lionie surve)s and do some" work on 
se('onilary-set usage, in'roduciug the 
foniK^r into more and more ol the 
uuirkets it services as the \car pro- 
ceeds. Dr. Sydney Koslow added that 
he had a couple of new servi<es on the 
drawing board \vlii< li should h(! ready 
for unveiling to subscriber prospects 
in a few months. 

Sioinlard Audit A. /Tfcn.viirc- 
mt'nt Serrife: Dr. Kenneth Baker, 
who beads this operation, said that the 
coverage job he has just wrapped uj) 
left this impression with him: Cover- 
age measurements should be done 
m<»re frequently and at much less ex- 
pense. It seemed ridiculous to fjaker 
that over $1 million should have to be 
spent each )ear on this sort of under- 
taking by a single medium. As for 
plans, liaker's most important one is to 
get copies of bis radio < ir< ulation data 
to all the advertising agencies as quick- 
ly as possible. 

First deliyery of SAM coverage data 
has already been made to some 100 ad 
agencies in cities like Xew York, Chi- 
cago, and Los Angcl(\s. 




This is WHDH's Bob Clayton! 

Famous for his Nationally Known "Boston Ballroom' 



One of the outstanding WHDH 
personalities who is selling your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 



Subsidiary of the Boston Herold-Traveler Corp. 



WHDH 

50,000 WATTS 
BOSTON 

See Your John Blair Man 
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WILLA 
MDNRDE 

one of WDlA's 
many famous 
personalities 




Procter and Gamble's 
CHEER 

Joins WDIA, Memphis! 

Thus CHEER. P&G's newest proJuct — with the 
built-in Blue Magic" — becomes the fourtli P&G 
product on WDIA (joining Tide, Crisco and Duz). 
Why? Because WDIA completely dominates in sell- 
ing to the great Negro segment of tiie Mempliis 
Trade Area (439,266 Negroes In WDIA BMB coun- 
ties). Do other blue-chip advertisers Isnow this? 
You bet. There's a big list which includes Blue 
Plate Foads. Musterole. "High Power" Ciiile & 
TamaleS. Carnation Milli. Riceland Rice. McCormicli 
Tea & Spices. Pertussin and Armour Cloverblooru 99! 
Believe us. it'll pay YOU to get the full WDIA 
story TODAY! 

HOOPER RADIO AUDIENCE INDEX 
City: Mempliis. Ten.i. Months: net. -Nov. '52 

Time Sets WDIA B C D E F G 

"r.fi.T.P. 11.9 23.4 27.2 20.3 13 0 I I.I 8.7 4.0 
(Note: WDIA s share Saturdays: 21.4: Sundays: 35.3) 



MEMPHIS 



TENN. 



John E Pearson Co. Representative 
Dora- Clayton Agency. Southeast 



What has; TV 

RAIIIO 

iEi Syraeiise? 

In spite of the fart that Syracuse 
is a Iwo-TV-station rity even 
though 71% (if the homes in the 
Svracii>e aiea ha\e TV sets — two 
separate surveys* show that radio 
is very much aliv<; and kicking. 

:S.07 Unuvs a Mav 

is the average rhiily radio-listening 
lime in TV homes in Syracuse. 
These .same homes watch T\' an 
average of 4..'j2 hours a day. Non- 
TV iiomes listen to radio 4.4 hours 
a day. TV has not replaced radio 
in .Syracuse - nif rely supi)lenients 
it as a source of entertainment and 
information. 

*ir>*/*', Hitt\ fthottt* ttr Ask 
Ui'aiHvy'Hct'd Jor yout FREE 
(itpy oj lllf Suriu'ys. 




fWf 570 KC 

NBC AFFILIATE 



SUNDIAL 

{Continued from page 27) 

The salesman's traiiscripti(jn further 
pointed out that use of the jingle dur- 
ing a six-week test liatl hoijsted salo 
as niutli as 52*^1. 

\s an illustration of the deal otlcrcd 
to retailers let's look at Uso markets. 
Boston and Providence. I he one-niin- 
ute rate on Bo-ston's \\ HDH was -S24. 
hut Sundial olTered local dealers a 10- 
spot package fur $60 or a 20-spot 
package for -SI 00. with Sundial laying 
out the balance of the cost. In this 
case, Sundial paid $2,301 for 96 aii- 
noun<^enients. reco\ered SloO from 
participating dealers. 

On the other hand, the W HLM. 
Prov idence, rate heing S4.o5 per min- 
ute-spot permitted the shoe manufac- 
turer to recover $2.50 of a $48,5 ex- 
penditure b) getting the local Sundial 
outlets to participate in the 100 an- 
nouncements used in that market. 

fjy the time the fall campaign was 
ready to go on. 1 16 dealers were tied 
in. Schedules were bought on 79 sta- 
tions for a total of 8,500 announce- 
ments almost 210 hotns of com- 
mercials — to be used during the back- 
to-school period. 

Dealer reaction to the campaign was 
so enthusiastic that the agency went 
to work almost immediatel) oil a fi\e- 
week Easter 1953 saturation schedule. 
Because of the success of the Foodini 
traffic builder, the dealers asked that 
a giveaway be tied into the radio cam- 
paign. After shopping around, the 
agency settled on a "magic " ring w hich 
w ill be distributed to parti( ipatiug 
dealers at cost (about $12.50 per 100). 

It is interesting to note that the ra- 
dio spots are governed by TV avail- 
ability: Spots are all davtime in T\ 
but day and night in iiou-TV areas. 

Sundial is experimenting with TV 
spots in Greensboro, ^i'. C, and lllm 
commercials are available to dealers 
who want to use tliem on a co-op liasis. 

To give year-'round continuity to its 
advertising. .Sundial place space in na- 
tional magazines like Lije. SE1\ Col- 
liers', Boys Life, Fareuts. To stretch 
this budget over the year, small S])ace 
ads are used. 

Sundial altiibutcs great importance 
lo its trade paper advertising. I sing 
double trucks in alternate issues 
throughout the year keeps the Sundial 
name smack in front of the retailers, 
leminds them that Sundial is backing 
I hem u[). * * * 



THE QUAD-CiT"ES 

74tli in RETAIL SALES 

among Sales Management's 
162 Metropolitan Areas 
• 

SriL.\DIL\ incicasing is 
tlic standing oi tiie (^Liad- 
C'.itics among the stand- 
ing metropolitan areas. Now 
in 74tli place lor reiad sales 
\olniiic, the Quad Cities con- 
tinues to grow. And growing 
with this community for over 
25 \cars. WHBF is a jjowcr- 
fiil influence in the Iiomes of 
ovci 240,500 (hiad-Citians— 
qiialitv people who bu\ qual- 
ity goods — yours included, if 
you tell them. 

Les Johnson — V F. and Gen. Mgr. 





Same old story 
in Rochester . . . 

WHEC WAY 
OUT AHEAD! 

Consistent audience rating 
leader since 1943. 



WHEC 



IIQCHfSTER, N.Y.j 
a,OOP WATTS 



>*pri»t«iifofiVi;t ... 
tVfrCTT.McKINN7Y. Inc.. N.w Ywk, Chicago 
Iff r. O'CONNf LL CO.,L«i AngaUl, San Fr«n<ite* 
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HERNATIONAL mORT TO SPONSORS ... INTERNATIONAL REPORT TO SPONSORS 



Radio business 
abroad expected 
to top 1952 



Steve Mann, Adam J. Young International's foreign radio expert, 
expects 1955 to surpass 1952 in foreign radio business for three 
reasons: (1) continued rise in newspaper rates; (2) continued im- 
provement of radio abroad as ad medium; (3) illiteracy of population 
and/or distribution problems of newspapers in many areas. 

-IRS- 



• INTERN 



New sponsors, 
market outlook 
described 



Canada Dry 
sponsors priest 
on Mexican TV 



Tangier radio 
installs 2 new 
transmitters 



Canadians buy 
4 radio sets 
i to 1 TV; Bulova 
scores show 



1953 "looks very good" to Al Martinez, Melchor Guzman's v. p. He cites 
more volume by old sponsors, debut of new ones. Examples of latter: 
Champion Spark Plug in Puerto Rico, Panama, other Central, South Amer- 
ican countries; Corn Products Refining — Puerto Rico, Cuba, Panama; 
Davis & Lawrence (pain killer) — entire Caribbean area. Central Amer- 
ica, Peru, Colombia, Venezuela; Hormel (food products) — Puerto Rico, 
Panama. Martinez' description of some major Latin markets from cur- 
rency standpoint: Brazil — bad, expected to get better; Central America 
— no problem; Ecuador — a little better; Colombia and Venezuela — much 
better; Peru — fair; Mexico — good; Cuba — excellent; Argentina — dead. 

-IRS- 

XEW-TV, Mexico City, is going to do a Bishop Sheen with Canada Dry 
sponsoring a padre from Monterrey. McCann-Erickson of Mexico City is 
agency. Mexican law prohibits discussion of religion, so he'll talk 
on moral issues. Paul Talbot, Fremantle Overseas Radio president, 
visited Mexico recently, gave SPONSOR this impression of TV there: 
"More activity than viewers." (Mexico City has 30,000 TV homes.) He 
sold entire 250-film Encyclopedia Brltannica library to XEW-TV on trip. 

-IRS- 

Radio International, Tangier, has installed 2 new medium wave trans- 
mitters — 50,000 watts on 1232 KC ' S and a 10, 000-watter on 1079 KC ' s , 
according to H. R. Southworth, general manager, who's American. With 
shortwave 1, 000-watter being stepped up to 3,000 watts and a new 
shortwave 10,000-watt transmitter being built, station hopes to blan- 
ket North Africa, Central Europe, Spain with its French, Arabic, Eng- 
lish, and Spanish broadcasts. Pan American Broadcasting is U.S. rep. 

-IRS- 

Canadians bought 119,271 TV sets first 11 months 1952 for total of 
197,709, a s against 402,320 new radio sets for first 10 months, ac- 
cording to Radio-TV Mfrs. Assn. of Canada. WBEN-TV, Buffalo, stepped 
up its power to 50,000 watts early in December to reach some 100,000 
Canadian homes. Only Canadian competition is from CBLT, Toronto. 
After recent "In Town Tonight" gabfest on latter, President Robert E. 
Day of Bulova Watch Co. , Ltd. telegraphed CBC Chairman A. Davidson 
Dunton: "Impossible for CBC to hold any audience with shows like 'In 
Town Tonight.' Our spot at 8:30 this evening like throwing $240 
down the drain. " 
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Who are TV's pioneers? 

T\ pioneering era i> diinniin^ a? 
the \\ oiider-inefliiini grow s ever l)igger. 

New 1 \ stations, and new 1 V iiiar- 
kels are coining along so fast that iio- 
hody ha* lime to think much aliout 
how this all came ahoiit — wiio the 
broadcasters are wlio saw television 
Coming and iiad the nerxc to <h) some- 
thing abont it. \nd it took |»lent\ 
of nerve. 

P>efore the \9r)?, crop of T\ stations 
and problems engulfs us we rf taking 
time out to note some of the men and 
firms who made TV possible bv pio- 
neering T\ slati(jns. The list isn't com- 
plete, far from it. Hut these are the 
ones we recall. If \ on know others, let 
tis know who they are. 

George ISurbach. KSD-TV. put bis 
future on the block with the Pulitzers 
when he talked iheni into financing {be 
firsl [jo.Jtwar TV station, on the air 
in February l'J47. Wilbur Havens, 
WTVK, not only built the firsl TV sta- 
tion in the South, but as earb as 1944 
published a full-page newspaper ad 
nrgiug \nC to get behind T\ . l)Ut 
bir Clair MtCollough. head of the 
Steinmaii .*>tations. some ol the origi- 
nal 10.'^ T\' station pioneers would 
si'll be among the ints.-ing. He argued 
and cajoled a number of radio broad- 
< aslers into I ling tlieir applications b<>- 
bne the fr<!e/.e. Don Le<> had an ex- 



|)eriniental statitm for years before the 
war. and altliougb it didn't gel the 
first T\ station in the Los Angeles 
market it became the landlord for the 
transmiller siu-^ of (he stations that 
did. Arthur Church. KMBC. doesn t 
yet have bis T\ grant, but his TV 
school in Kansas Cit\ trained hundreds 
of T\ technicians for two decades. 
CI>> was stioiig on T\\ Init spent its 
earl) elforS- on color experimentation 
and exploitation. George Slorer was 
another who not only went into TX 
fast and fervent 1\ after the war. but 
induced others to join the pioneers. In 
Salt Lake Cii>. Sid Fox. KDYL-TV, 
shifted from an experimental setup to 
an early po^tw ar c ommercial operation. 
Like George Burbach. I3ill Fay risked 
bis long-time job with Stromberg-Carb 
son when the firm wasn't doing well 
financial!) and came through with 
W^HAM-TV. General Electric pioneered 
back in f942, came on fast in the 
postwar period w ith W RGB. Aldo De- 
Dominicis started low-operating-cost 
\A'\HC-TV, New Haven, on a shoe- 
string earlv in 1948 and is one of the 
real Horatio Alger stories of TV. Al- 
ways pioneeis, \V\VJ-T\ and Walter 
Hannu's WTM.I-TV got going among 
the very first in 1947. Allen B. Du- 
Mont went at T\ from several angles; 
bis New York-W^ashington-Pittsburgb 
stations were among the first in each 
market. NBC encouraged its sta'ions 
and was on earl) in New York with 
WNBT. Balaban and Katz were first 
in Chicago with \\ BKB; Stanley Hub- 
bard in the Twin Cities with KSTP- 
TV: Irving Rosenhaus in Newark with 
\\ AT\'; Jim Hanrahan in Cleveland 
with S( ripps-Howard's WEW^S. .Jim 
Shouse and Bob Dunville with WLWT 
in Cincinnati; A. 11. Kirrhofer in Buf- 
falo with WBFN-TV: Nate Lord in 
I ouisville wi'h W \VE.T\ ; Leonard 
Reirisrb. .|obn Outlcr. and Bob \tood\ 
in Atlanta and Dayton with Cox Sta- 
tions" WSB-TV and \VIII()-T\ ; Edgar 
Stern .|r. and Bob Swczev in New Or- 
leans with \V1)SL-TV; Mitchell Wolf- 



son in Miami wi th «TVJ ; Hank Sla- 
\ick in Memphis with WMCT; 
Charles Crutchfield in Charlotte with 
WB'I'V; Gaines Kelley in Greensboro 
with W F^l^ -T\ 1 Helen Marie Ah arez 
in Tulsa with KOTV: P. A. (Buddy ) 
Sugg in Oklahoma City with \\'^KY-T\ . 
1 hese are some of the pioneers, and 
there aie more. 

In Philadelphia Philco's WPTZ was 
on the air experimentally in 1941, and 
WF1L-T\ , headed b) Roger Clipp. was 
doing Inisiness with 10 or so other 
stations in September 1947. Paul Rai- 
bourn and Klaus Landsberg had Para- 
mount's KTLA going early in 1947. 
There was an ABC \ ice president in 
Washington, D. C. who sold Ed Noble 
on setting his sights on five TV outlets. 
Herb Mayer of Empire Coil was a 
non-broadcaster who audaciouslv start- 
ed WXEL in Cleveland and later 
KPT\'^ in Portland. Sarkes Tarzian 
had enough faith to put little WTTV 
into Bloomiiigton. hub Meredith Pub- 
lishing went into Syracuse in 1918 
with WHEN, managed b\ I^aul Adanti. 
and later bought stations ni Omaha 
and Phoenix. F. \'an Konynenburg was 
earl) in Minneapolis with WTCN-TV 
Lsince changed to WCCO-TV). Jack 
Harris in Houston sold the Hobb)'s on 
bu)ing an existing station: and so did 
Martin Campbell in Dallas with the 
Dealeys. Harold Hough got WHJAP- 
T\ going with the approval of Amon 
Carter. There are the John Fetzers, 
Mor[ Waiters, Walter Evans, Harry 
Bitners. Hul) Tafts, Phil Laskys, Ed 
Landis, Cam Arnoux who were among 
the earl) birds. 

All told, b) June. 1918 there were 
3(1 stations on the air: WBAL-TV, 
WMAB-r\, WBZ-T\. \\NAC-T\\ 

wbi:n-t\. wbkb, wg\-t\. wlw- 

TV, WEW S, \\\\J-T\', KTSL. KTLA. 
WT\IJ-TV. KSTP-T\\ \\'NriC-T\', 
WABD. WCB.S-TV, WNB P. WPIX, 
WCAl -TV, WFIL-T\ , Wl'TZ. W^TVR, 
WRGB. KDVL-TV. KSD-TN'. WMAL- 
T\ . WNBW . WTTG. 
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For years, there's been a strange courtship going on in the Heart of 
America. It has been the wooing and winning of the Kansas City Primary 
Trade Area by The KMBC-KFRM Team. The Team was the successful suitor 
— in fact the only logical suitor from the very first. KMBC-KFRM made it a 
point to understand and coddle "Miss Kansas City Market" from the moment 
they met. KMBC-KFRM helped the Market grow — saw her through good 
times and bad — served her with the greatest in radio — was her best friend 
and through this intimacy became "Market-wise". 

There is no record of when the wedding of The KMBC-KFRM Team and 
the Kansas City Primary Trade Area actually took place. But it's been a 
tremendously successful union. The heart of the Team and The Heart of 
America beat as one and advertisers will tell you that the best proof of this 
union are the thousands and thousands of "sales" — large and small — begat 
by this powerful voice of The KMBC-KFRM Team and the plump purse of 
the Kansas City Primary Trade Area. 

y This is the fourth of o se.- es on The KMBC-KFRM know-how 
•* which spells dominance in the Heort of America. 



Ca// KtAEC-KfRtA or your nearest Free & Peters Colonel for the 
Kansas City Market Story. BE WISE-REALIZE. ..to sell the Whole 
Heart of America Wholeheartedly i)'s . . . 





CBS RADIO FOR THE HEART OF AMERICA 



OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY 




